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Industrial Surveys to Put Consumer 
Panel on Probability Sample Basis 


Sam Barton Discloses 
Ambitious Program 
for Research Company 


By Bruce BRADWAY 


Cuicaco, Jan. 10—Samuel G. 
Barton, 38-year-old head of the 
ten-year-old Industrial Surveys 
Co., one of the country’s largest 
market research organizations, has 
some ambitious 
plans for the im- 
mediate future: 

1. He is in the 
process of con- 
verting Industrial 
Surveys Co.’s 4,- 
500-family Na- 
tional Consumer 
Panel from a 
quota sample ba- 
sis to a probabili- 


ty sample setup 
—a task which 
will take about four years. | 
2. The company next year will 
launch a drug store audit, com- 
parable to its food store audit, 
started about four years ago. 


Sam Barton 


s 3.A carefully planned series of 
improvements in production tech- 
niques has been instituted, in- 
cluding several new International 
Business Machine “electronic com- 


puters.” Eventually, the machines 
may permit delivery of special re- 
ports within seven days after the 
end of a month. 

Main function of the computers 
will be to properly “weight” pur- 
chase figures from each panel fam- 
ily, so that its purchases represent 
the total volume purchased by the 
population segment which the fam- 
ily represents. 

4. The company is working on 
long-range plans for supplying 
small or regional food product 
marketers with skeleton monthly 
analyses of the competitive mar- 
keting position of food store prod- 
ucts for an annual fee of from 
$5,000 to $10,000 per client. Net 
effect of this service, if details 
can be worked out, will be to cre- 
ate a potential client list of more 
than 1,000 small food marketers. 


e 5. Industrial Surveys has been 


| studying the difference in consum- 


er buying habits in TV and non- 
TV homes in the New York area 
for about a year, and now is ex- 
tending its work to all video mar- 
kets. Data will provide definite in- 
formation on the short-term effec- 


tiveness of the medium and, even- | 


tually, long-term 
trends. 
Youthful, 6’2” Sam Barton (he 


(Continued on Page 50) 


may suggest 


McNair Tells NRDGA Sales Gains 
Will Come-Only by Price Increases 


Shortage of Kraft Told; 
Retailers Warned About 
Errors in World War Il 


New York, Jan. 11—The Na- 
tional Retail Dry Goods Assn. met 
here this week for its annual con- | 
vention, and focussed its attention 
on the critical merchandising prob- 
lems of 1951—supply, quality, and 
how to promote in a period of 
scarcity. 

The assembled retailers were re- 
peatedly warned of labor short- 
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ages to come, of higher taxes, of 
the disappearance of frills, of con- 
tainer and wrapping shortages. 


| And—strongly influenced by their 


recent experiences of the last war 
—many speakers warned them 
against repeating the errors of 
1941-45. 

Prof. Malcolm P. McNair of the 
Harvard Graduate School of Busi- 
ness Administration, who spoke at 
the top management session, ap- 
praised retail business in an econo- 
my which he described as the “gar- 
rison state.” 


e “Let me say at once what you 
will not like to hear, namely, that 
from the standpoint of the country 
as a whole it will be better if re- 


| tail sales are not inordinately large 


during the years immediately 
ahead of us. It is my opinion that 
we should be able to do nicely on 
a total consumption of goods and 
services somewhere between $170 


59| billion and $180 billion at the cur- 
|rent price level, bearing in mind 
62 the fact that the high annual fig- 


ure of $198 billion for the third 
quarter of 1950 represented either 
scare buying or an unduly plush 
standard of living. 

“The closer we hold our con- 
sumption to a figure of $170 billion 
at present price levels, the easier 
will be our task of holding infla- 
tion in check while we are devel- 
oping the necessary increase in 
production.” 


(Continued on Page 69) 
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INTRODUCTORY AD—The humorous touch 
is being added by Ingber Handbag Co., 
Philadelphia, to introduce its new Show- 
piece bag in this full page in the Feb- 
rvary issue of Vogue. This is the opening 

eae" . red 


of a paign to pi 
new Ingber line. Leonard F. Fellman & 
Associates is the agency. 


Furniture Show 
Opens on Note 
of Uncertainty 


Cuicaco, Jan. 10—Uncertainty 
over international affairs and 
domestic economic problems was 
uppermost in the minds of the 
buyers who gathered here this 
week for the 1951 winter furniture 
market. 

The winter market, traditionally 
a time when furniture, bedding, 
appliance and radio-TV manufac- 
turers unveil new products, seemed 
likely to attract as many buyers 
this year as it did last winter, when 
a record 26,000 turned out. 

As the market opened, fears 
were voiced on all sides that the 
concern over shortages next year 
might result in an unprecedented 

(Continued on Page 70) 


Network Ta 


| Kudner Head Blasts 


lent Grabs 


Ellis Scores TV Nets for Talent Raids and ‘Ridiculous’ 
Talent Cost Increeses; Cites Specific Examples 


Brands You Know 
Couponing Opens 


on Pacific Coast 


San Francisco, Jan. 10—“Brands 
You Know,” a new group products 
couponing plan originated by the 
Hecht-Arms Co. here, will bow in 
the Los Angeles market Feb. 16. 

The first mailing of the Brands) 
You Know plan will go to 1,100,000 
homes. Participating manufactur- | 
ers are Durkee Famous Foods, Al- | 
bers Milling Co. and Purex Corp. | 

Coupons for two Durkee prod-| 
ucts will be included in the mail- 
ing, one each for the other two 
manufacturers. Products to be cou- 
poned have not been identified yet 
for competitive reasons, according 
to Jack Hecht, senior partner in 
the company handling the cam- 
paign. 

s Each coupon will be worth 10¢| 
toward the purchase of the prod- 
uct listed, giving the consumer a/} 
40¢ saving for the package. 

This message is addressed to the 
recipient of the mailing on the out- 
side of the envelope in two colors: 
“Save 40¢ on the Brands You 
Know! Coupons enclosed.” 

The single certificate coupons 
themselves will measure 3x6” and 
will be printed in three colors on 
both sides. 

Costs are divided among the 
participating manufacturers, Mr. 
Hecht said, so that total pro-rated 
cost for each manufacturer where 
four coupons are involved is $8 
per 1,000 mailings. For five cou- 

(Continued on Page 8) 


Last Minute News Flashes 


Warner Plans $500,000 Four-Month Drive 


New York, Jan. 12—Warner Bros. Co. next month will launch an 


| handle its advertising. James Thomas Chirurg Co. formerly serviced the 
Prof. McNair went on to outline | account. 


approximate $500,000 four-month Warner Week campaign, through C. 
J. LaRoche & Co. The first two months will push Warner's Sta-Up-Top 
girdles, while April and May will concentrate on the bra campaign. 
Single pages and b&w magazine spreads will be concentrated in one 
week of each month. 


Cedergreen Account Goes to Bozell & Jacobs 

BELLINGHAM, WASH., Jan. 12—Cedergreen Frozen Pack Corp., one 
of the Northwest’s major packers of frozen foods, selling nationally, 
has appointed the Seattle office of Bozell & Jacobs to handle its ad- 
vertising. Honig-Cooper Co., Seattle, recently resigned the account, 
but continues to handle advertising for canned salmon packed by 
Pacific American Fisheries, which holds a majority interest in Ceder- 
green. 


Weintraub Clients Buy Two Hours on ABC-TV 


New York, Jan. 12—ABC-TV sale of the week was to a group of 
William H. Weintraub & Co. clients, who will fill the Saturday 11 a. m.- 
1 p.m., EST, time on the network starting Jan. 20. Sponsors and shows, 
in order, will be: Maiden Form Brassiere Co., Faith Baldwin stories; 
client and program unannounced; B. T. Babbitt Co., “Two Girls Named 
Smith,” and Seeman Bros., “I Cover Times Square,” which moves from 
a nighttime ABC position. 


Bates Shoe Shifts to Reingold Agency 
Boston, Jan. 12—Bates Shoe Co. has appointed the Reingold Co. to 


(Additional News Flashes on Page 73) 


Detroit, Jan. 12—J. H. S. Ellis, 
president of Kudner Agency, today 
charged the TV networks with 
jumping the price of television tal- 
ent 400 to 500% in a two-year per- 
iod in a “sort of ‘TV titans’ fight 
to the death’ approach.” 

“When networks—in the process 
of building shows—bid up the tal- 
ent costs for everybody—when they 
try to buy up talent on existing 
shows to keep them on their own 
particular networks—when they 
use the scarcity of time as a lever 
to sell network packages—they do 
a disservice to 
existing custom- 
ers, to the future 
of television, and 
to their own pub- 
lic relations,” he 
said. 

Mr. Ellis aired 
his spectacular 
charges in a talk 
which he deli7- 
ered before the 
Detroit Adcraft 
Club here today. 


James Ellis 


es “A well-known radio and night 
club singer originally appeared on 
the Texaco program (Texaco Star 
Theater) for $1,000. One week 
later a network paid him $2,500,” 
he said. 

“A woman singer and comic ap- 
peared on the Texaco program for 
$1,500. When she appeared on the 
Bob Hope show—a network pack- 
age—she was paid $4,500. 

_“Another program which we 
pioneered was the ‘Broadway Re- 
vue.’ On this show, the two high- 
est-priced individual stars were 
paid $350 and $900. The total cost 
of this show was originally bud- 
geted at $21,000—and when net- 
work production costs hiked the 
weekly cost to $26,000, the sponsor 
decided it was getting too steep 
for him. 

“The same talent and essentially 
the same show was later put on by 
a network on Saturday night—and 
the two stars received $1,500 and 
$4,000 a week. The total cost of 
the show had meanwhile gone 
from $26,000 to an estimated $75,- 
000. 

“Now the stars of this show are 
talented people—and what they 
presently get is not out of line 
with the current price for other 
performers,” Mr. Ellis explained. 


@ Nevertheless, he charged, “The 
networks have been one of the 
principal offenders in bidding up 
the price of talent. With the Texa- 
co program and the ‘Broadway 
Revue’—both high-rating shows— 
we had established talent costs 
which anyone could have checked 
—and they were prices at which 
good people were willing to work. 
But with apparent disregard for 
what we and other competent 
agencies paid for talent, the net- 
works have jumped the price 400 
to 500% in a two-year period—and 


(Continued on Page 73) 
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Mail Order House, Lipton Tea Suffer No 
Loss from Account Man’‘s Embezzlement 


New York, Jan. 9—When the,a jail sentence for draft evasion and 


cloud generated this week by the! 


$82,000 Lipton tea premium ex- 
plosion subsides, probably the only 
money losers will be Firemans 
Fund Insurance Co. and U. S. 
Guarantee Co., the two insurance 
companies involved. 

That is not to say, however, that 
a lot of people will not have had 
their uncomfortable moments, or 
not be much the wiser when it 
comes to arranging premium pro- 
motions. 

The $82,000 loss came to light 
yesterday via front-page newspa- 
per stories: One Paul Neil Lewis, 
“a confidence man with a $1,000,- 
000 personality,” had been arrested 
in Palm Springs, Cal., on charges 
of forgery and embezzlement. Mr. 
Lewis was a $6,000-a-year account 
man with True, Sullivan, Neibart 
Associates, direct mail and pre- 
mium company. 

Mr. Lewis, who allegedly served 


had been wanted in connection 
with forgery investigations, was 
hired last summer by the mailing 
house on the recommendation of a 
friend in the trade, according to 
the newspaper stories. Shortly 
thereafter, he arranged a promo- 
tion with the Thomas J. Lipton Co. 
whereby hcusewives could get a 
“chef's saw,” demonstrated by 
Arthur Godfrey on his television 
show, for 50¢ and Lipton labels. 


e The offer let loose a flood of 
half-dollars totaling more than 
$100,000 sent in by 200,000 house- 
wives. Under the arrangement, the 
knives were to be supplied by the 
Hornsby & McKinley Co., Holly- 
wood, Cal., to be mailed by the 
New York mailing house, which 
was collecting the money and 
labels sent in by housewives. 
Young & Rubicam, the Lipton 
agency, prepared the copy and 


placed insertions for the promo- | 


tion, but other than that had noth- 
ing to do with the operation, Y&R 
said. 


s Housewives apparently were re- 
ceiving their premiums, but the 
financial arrangements exploded 
in mid-November when J. Scott 
Hornsby, of the manufacturing 
company, called True, Sullivan to 
ask why he had received no checks 
since early October. 

It was then discovered that Mr. 
Lewis had left town with his wife 
and 9-month-old son, destination 
unknown. It was also discovered, 
according to police, that Mr. Lewis 
had opened a fictitious account 
with the Corn Exchange Bank 
Trust Co. under the name “Keith 
Ward.” 

According to the stories, Mr. 
Lewis was ostensibly sending peri- 
odical checks to Mr. Hornsby. Ac- 
tually, according to the police, he 
was depositing the Hornsby checks 
in the “Keith Ward” account and 
then making systematic with- 
drawals. 


"There’s success written all over him now that he’s 
getting all-lowa coverage in the Des Moines Sunday Register” 


Can't tell you where he got the snappy outfit . . . but can tell 
you how. Comes from selling a statewide market of 24% 
million people where spending tops 5 billion dollars a year. 


Meaning lowa, of course. 


Never was there a simpler single way to tap such a big, 
broad market. For the Des Moines Sunday Register covers 
this whole state better than most papers cover a city! It 
dominates in 86 out bf lowa’s 99 counties with coverage of 
from 50% to 100%—delivers over 25% in all others! State- 
wide average—75% of all buying families. 

So it’s no surpris¢ that advertisers have made the Des 
Moines Sunday Register 7th of all Sunday newspapers in 
general advertising linage. Especially since the milline rate 


is only $1.77! | 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1950: 
Daily, 372,133—Sunday, 536,707 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 


Represented by: 
Osborn, Scolaro, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 


| version told to AA 


MAYOR A JUDGE—Faye Emerson and Gene Tierney help Mayor Vincent R. Impel- 

litteri (right) and B. G. Davis, publisher of Populor Photography and other mago- 

zines, select the year’s best pictures submitted by members of the Press Photo- 

graphers Assn. of New York. Award winners will appear in the March issue of Popu- 
lar Photography. 


A Corn Exchange official told 
AA the account had been “nearly 


wiped out.” 


alleged check forgeries, is covered 
by U. S. Guarantee Co. 


ABP Names Raymond Reed 

Raymond S. Reed, merchandise 
manager of the home furnishings 
division of John Wanamaker, Phil- 
adelphia, has been made chairman 
of the judges in the Associated 
Business Publications’ 1951 contest 
for advertising in merchandising 
papers (AA, Dec. 4). Mr. Reed will 
7 . . — head a panel of top merchandise 
fication awaits Mr. Lewis’ return) managers who will select from en- 
to New York from California. | tries the 28 advertising campaigns 

The first Arthur Godfrey knew | that made the best and most ef- 
about this, apparently, was at his | fective use of their space in mer- 
Monday morning radio program chandising papers during 1950. 
when someone showed him a es ge yg judged in New / 
newspaper clipping. He read part Yeux early in February. 
of it and then wondered over the | 
air if his listeners had received | 

: > Carl W. Pollock has been named | 
their saws; if not, he assured them, advertising director of the News | 
he would see that the matter was|g Courier and the Evening Post, ' 
taken care of. | Charleston, S. C., succeeding the 

| late Robert M. Zeigler. Mr. Pollock 
s A spokesman for Lipton told AA | also will continue as manager of ' 
that, while mailing of the knives|seneral advertising. J. Seabrook 
had slowed down temporarily, all | Oliver has been appointed classi- 
records were intact and all the) — ee kook 
; ‘ a z r 

housewives will be taken care of | staff of the two papers for the past 
shortly. A letter to this effect, sent 


20 years. 
by William B. Smith, director of 
advertising for Thomas J. Lipton 
Co., was read by Arthur Godfrey 
on the Monday “Talent Scouts” 
TV show. 

Mr. Neibart, of True, Sullivan, 
Neibart Associates, told AA that 
losses to his company are covered 
by Firemans Fund Insurance Co. 
Corn Exchange Bank Trust Co., 
which is involved because of the 


e Just how the con-man got away 
with $82,000 is still not clear: One 
is that Mr. 
Lewis did mail checks, as per the. 
contract with Lipton and Hornsby 
& McKinley, but checks did not 
correspond with the volume of 
returns in the mail. Further clari- 


Name Pollock and Oliver 


Fairchilds to Bayless-Kerr 

Don Fairchilds, formerly presi- 
dent of a Cleveland advertising 
agency bearing his name, has been 
named account executive of Bay- 
less-Kerr Co., Cleveland. Don 
Fairchilds Inc. ceased operation at 
the end of December, but most of 
the accounts handled by Fair- 
childs personally are continuing 
with him at Bayless-Kerr. 


Profit Picture in Chicago 


THE CHICAGO MARKET. Chicagoans 
buy television sets like some 
people buy hot dogs. No wonder! 
Chicago's 3'4 million people have 
almost 7 billion dollars to spend 
every year. Get your share of this 


fabulous market through GOA’s 
potent Chicago panels! General 
Outdoor Advertising Co., 515 S. 
Loomis St., CHicago 7, Illinois. 
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Success in spot radio is simple... 


if you get a formula and stick to it! 


These advertisers chose local newscasts for their formula. They 
are among the nation’s most successful advertisers. They recognize 
that. of all media. radio alone gives people news up-to-the minute. 
They realize that every important news story of the past quarter- 
century has broken first on radio. They know people seek out local 
newscasts and patronize advertisers who make this important serv- 
ice available to them. They have found a formula .. . and they have 
stuck to it. How long? 


Esso Standard OilCo....... jiecece ghee 
i ee eee 
Es ce ikea Peen os acne ood 12 years 
EE ee ee ee 7 years 
Mueller Macaroni ................. . 7 years 
Standard Oil Co. of Ohio .............. 7 years 
Standard Oil Co. of Indiana ........... 6 years 
Metropolitan Life Insurance Co........ 4 years 
GRU 6 oe s.dnodd ck sea ndiens sein 4 years 


Local radio newscasts represent one of the best formulas you can 
choose for your client. You'll find choice news periods available on 
all of the nation’s leading radio stations listed below. Why not call 
in your NBC Spot Salesman and start your client on the road to 


spot radio success? Why not select local newscasts as your formula? 


NBC SPOT SALES 


NEW YORK CHICAGO CLEVELAND HOLLYWOOD SAN FRANCISCO 


WNBC 
WMAQ 
WTAM 
wre 
KNBC 
KOA 
wGy 


New York 
Chicago 
Cleveland 
Washington 
San Francisco 
Denver 


Schenectady — Albany — Troy 
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LaRoche Cuts Cost 
of Auditioning TV 


Shows for Clients 


New York, Jan. 11—C. J. La- 
Roche & Co. has developed a way 
of auditioning new TV shows for 
clients without incurring the ex- 
pense of kinescope recording or 
repeated live performances by the 
talent involved. 

The LaRoche method, developed 
by the agency’s video head, John 
Washburn, employs a tape record- 
er, a Leica camera and a 16mm 
motion picture camera. First step 
is the transcribing of the audio 


portion of the program on tape. 
This is played back as the director 
puts the actors through their paces 
in rehearsal. 

After rehearsal the show goes 
on. As the performers go through 
the motions of a scene, the Leica 
covers closeups and the motion pic- 
ture camera, set on stop motion, 
is used to cover highlights of the 
program. 


e “Next the films are processed 


and edited. The Leica shots are 
reduced to 16mm _ size; positive 
prints are made and _ inserted. 


When completed, the film is pro- 
jected on a Dunning Animatic pro- 
jector. This machine, which was 


8x10 genvine glossy photos 
in quontities 


1 ¢ in $00 and 750 quontities 
y] (1000 ond over .06¢) 


FOR ALL PURPOSES 


Shorp clear, crisp’ Prompt Delivery 


Ph: WH itehall 4-2930 
53-59 E. Illinois St. 
Chicago 11, Illinois 


developed for the Atomic Energy 
Commission, accurately changes a 
16mm frame at 2,000th of a second 
and can be synchronized with the 
tape recorder by a special device, 
or operated manually by a pro- 
jectionist taking his cues from a 
script,” the agency explained. 

Utilizing this method, LaRoche 
can show a prospective sponsor a 
recommended TV _ program, in 
semi-animated form, without in- 
vesting the amount of money re- 
quired for kinescoping. 

“Recently five episodes from a 
television serial were recorded and 
filmed (with this system) at a 
total cost of less than $1,000. Pro- 
duction costs were under $400, the 
balance being actors’ salaries. A 
kinescope recording of the same 
material would have cost about 12 
times as much,” it was said. 


Appoints Gray & Rogers 

Goshen Laboratories, Goshen, N. 
Y., manufacturer and distributor 
of veterinary medicines, has named 
Gray & Rogers, Philadelphia, to 
handle its advertising. 


Advertising Age, January 15, 1951 


FCC Suspends Study of TV Networking 


WasuincTon, Jan. 11—The Fed- 
eral Communications Commission 
announced today that it is suspend- 
ing its investigation of TV net- 
working arrangements in order to 
give industry members a chance to 
test a new arrangement for divid- 
ing time on AT&T’s relay facilities. 

The investigation had been 
ordered Oct. 19, following com- 
plaints from DuMont and ABC that 
NBC and CBS were getting a dis- 
proportionate amount of the time. 

Three times hearings were post- 
poned while industry members 
sought a solution. The commission 
said today that an arrangement 
had been made, covering the divi- 
sion of channels through the re- 
mainder of 1951, and that the 
hearing is to be suspended indefi- 
nitely in order to observe the 
operation of the new agreement. 


s In ordering an investigation of 
the division of time, FCC noted 
that 399 hours on 19 intercity re- 


HOW DID 
SUNSET BLVD 
GET ON 
BROADWAY ? 


Everyone knows that it’s hard to be in 
two places at the same time. 

But recently, Paramount Pictures had 
to be in 387 places at once. 

The release of their smash hit, “Sunset 
Boulevard,” called for simultaneous open- 
ings in theatres on Broadways all over 
America. And although Gloria Swanson 


is being mentioned for an Oscar, Para- 
mount feels there ought to be a special 
award for a star not even mentioned in 


the cast. 


Agency, does it all, 


That's Air Express! 

Thanks to Air Express, Paramount 
could work on the cutting, editing and 
printing of this film up to the last minute 
—and still get there on time! 


IT’S DEPENDABLE — Air Express pro- 
vides one-carrier responsibility all the way 
and gets a receipt upon delivery 


IT’S PROFITABLE—Air Express expands 
profit-making opportunities in distribu- 


Agency. 


But, you don’t have to be in the motion 
picture industry to profit from regular 
use of Air Express. Here are its unique 
advantages which any business can enjoy: 

IT’S FASTEST — Air Express gives the 
fastest, most complete door-to-door pick 
up and delivery service in all cities and 
principal towns, af no extra cost. 

IT'S MORE CONVENIENT — One call to 
Air Express Division, Railway Express 


OAR ORES. 


GETS THERE FIRST 


tion and merchandising. 


Like to know more? Call your local 
Air Express division of Railway Express 


lays had been divided during the 
fourth quarter of 1950 so that NBC 
had 160, CBS 114, ABC 49 and Du- 
Mont 36, with 40 hours open. 
American Telephone & Telegraph 
Co. contended that NBC and CBS 
got the time because they had com- 
mitments from stations. 

FCC has had no recent comment 
on a pending rule which would re- 
quire TV stations in “scarce sta- 
tion” areas to limit the amount of 
time devoted to programs of any 
single TV network. This rule, also 
designed to help DuMont and ABC, 
| is under heavy attack from NBC 
|and dozens of individual stations. 
CBS has been lukewarm, and there 
| has been very little other support 
| forthcoming from the industry. 


|@ In proposing the “temporary” 
| time limit rule, FCC expressed fear 
| that DuMont and ABC might not 
| be able to survive unless they se- 
cured more outlets for their pro- 
| grams. Noting that there is little 
| immediate prospect of additional 
stations in one-, two- and three- 
station markets, FCC said some 
kind of a share-time rule appeared 
to be warranted. 


AT&T, WU TV LINK 
UNNECESSARY: FCC 

WasHIncTon, Jan. 11—An FCC 
|}examiner ruled today that there 
| does not appear to be any reason 
| for ordering American Telephone & 
| Telegraph Co. to link its TV relay 
| facilities with those of Western 
Union. 

FCC Examiner Elizabeth C. 
Smith said Western Union's relays 
appear in general to duplicate 
those of AT&T. 

Previously, FCC has ordered 
| AT&T to link its relays with pri- 
| vately owned facilities operated by 
| telecasters in areas where AT&T is 
| unable to provide service. 

} 

TV Survey Shows Groucho 

Led in Milwaukee TV 


The fourth television survey 
| made during three weeks of Nov- 
ember by the Milwaukee Journal's 
WTMJ-TV showed that Milwaukee 
viewers’ favorite was Groucho 
Marx. Milton Berle’s Tuesday 
night show dropped from a 73 
rating made last February to 64.1. 
The Marx Friday night show led 
with a rating of 72.8. 

Of the 29,396 Milwaukee County 
| residents whose names were se- 
lected at random from the tele- 
| phone directory, 49.7% owned TV 
| sets. The survey showed that 82.7% 
of those called between 1 and 6 
| p.m. Mondays through Fridays 
were at home; that only 78.1% 
| were at home Sunday nights, and 
| 80.9% Saturday nights. The week’s 
| high mark was Monday nights 
| with 86.7%. The number of sets 
| in use as of Nov. 1 was 176,989. 


| 


Pilsener Appoints Meldrum 
| Meldrum & Fewsmith, Cleve- 
land, has been named to handle 
the advertising of Pilsener Brew- 
ing Co., Cleveland. This announce- 
ment follows the recent appoint- 
ment of George S. Carter, formerly 
| assistant to the president and gen- 
| eral sales manager of Leisy Brew- 
| ing Co., Cleveland, as president of 
| Pilsener. He succeeds Walter Franz, 
who has been named to the newly 
| created position of general man- 
ager of the brewery division of 
| City Products Corp., parent com- 
| pany of Pilsener. 


Th tv FILMS 
— rr TE =f FOR 


$ 


vertising with our 
downtoearth TV 


film prices. 


1325 S. Wabash - CHICAGO 
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Advertisers in 1950 spent 


more than °40.000.000.00 


HE VOLUME AND VELOCITY OF SALES in the multi- 
billion dollar Chicago market in 1950 attracted to the Chi- 
cago Tribune more than 40 million dollars’ worth of advertising. 
This was more than 50 per cent of the total expenditures for 


advertising made in all Chicago newspapers in 1950. 

To solicit the patronage of Chicago's largest, most responsive 
audience, twenty retail and general advertisers each placed in 
the Chicago Tribune from $200,000 to more than $1,700,000 
worth of advertising. 

Scores of other firms spent from $50,000 to $200,000 for their 
Chicago Tribune space in 1950. Hundreds spent from $10,000 to 
$50,000 each. Hundreds more spent from $2,000 to $10,000 each. 

Yet no advertiser, no group of advertisers, including the hun- 
dreds who use the Tribune exclusively, pushed to the limit the 
huge buying power represented by Chicago Tribune circulation. 

Here is fresh evidence of the size and responsiveness of the 
audience which, every day of the week, gives the Chicago Tribune 


for Chicago Tribune Sales Power 


hundreds of thousands more circulation than other Chicago 
newspapers deliver. 

What an advertiser can afford to spend in an advertising 
medium depends on what he can get out of it. 

Consider 

1. Is your advertising budget for 1951 adequate to your 
sales opportunities in Chicago? 

2. Are you utilizing your budget to take maximum ad- 
vantage of the exceptional sales power of the Chicago 
Tribune? 

No matter what you sell or to whom you sell—as retailer, 
manufacturer, distributor, service establishment or want ad user 
a Tribune representative will welcome an opportunity to co- 
operate with you and your advertising counsel in drawing up a 
program of advertising designed to help you reach your 195] 


objectives in the important Chicago market. Call him today. 


C7cAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


Average net paid total circulation during the official six-month period ended September 30, 1950: Daily, 930,890—Sunday, 1,488,409 


CHICAGO TRIBUNE REPRESENTATIVES 


Chicago New York City Detroit 


A. W. Dreier Ek. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 


San Francisco Los Angeles 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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‘Reporter’ Drops Its Advertising Department 


New York, Jan. 9—The Report- 
er, interpretative news magazine 
launched 21 months ago by Fort- 
nightly Publishing Co., has done 
away with its advertising depart- 
ment “because it wasn't paying for 
itself.” 

Raymond Frankel, general man- 
ager, said, “It is not quite right 
to say we have run no advertising 
at all, but I can see that some peo- 
ple might have gotten that im- 
pression because some of our is- 
sues have appeared carrying no ads 
at all.” 

However, he said, the amount of 
ads carried by the fortnightly has 
been “minor.” 


When you 
need 


RECENT 
BIRTH 
LISTS: 


Remember 


WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for ever 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


“We are still interested in ad- 
vertising,” he said, “and are now 
in the process of reviewing our 
advertising approach. We want to 
get circulation that will be of in- 
terest to advertisers.” He set the 
magazine’s present circulation at 
15,000, with a page rate of $10 a 
thousand. 


s According to Mr. Frankel, the 
ad department will be re-estab- 
lished at some future time, and a 
new ad rate will be set shortly. 

First published in April, 1949, 
The Reporter was started with the 
idea of soliciting no advertising for 
the first six months. Initial circu- 
lation was 175,000, of which 50,000 
copies went on newsstands. To 
herald the fortnightly’s arrival, the 
publishing company bought space 
in 25 newspapers in 16 cities, se- 
lective radio on 20 stations in ten 
cities and space in four advertis- 
ing business papers. 

When The Reporter first came 


out, Fortnightly Publishing Co. was 
classified as a limited partnership, 
the partners being Dr. Max Ascoli 
and his wife. 


Nunn-Bush Advances Two 


Walter Fanning, advertising 
manager of Nunn-Bush Shoe Co., 
Milwaukee, since 1928, has been 
named vice-president in charge of 
adveriising. E. A. Nolan has been 
promoted from assistant advertis- 
ing manager to advertising man- 
ager. 


Heppenstall Named V. P. 


Sam B. Heppenstall Jr. has been 
named vice-president in charge of 
sales of American Forge & Mfg. 
Co., Pittsburgh, specialty forging 
concern. He also will continue as 
president of Pittsburgh Carbon 
Inc. and Artwood Exhibits Inc. 


Bochroch Moves to LaRoche 


A. R. Bochroch, for the past ten 
years director of merchandising 
for the Joseph Katz Co., New York, 
has joined C. J. LaRoche & Co., 
New York, in the same capacity. 


Dealers, Consumers 
Can Win Prizes in 
Kalamazoo Contest 


KALAMAzOO, MicH., Jan. 10— 
Kalamazoo Stove & Furnace Co. 
here, in the face of raw materials 
shortages and production curtail- 
ments, is embarking on a nation- 
wide contest promotion aimed at 
both the consumer and its distribu- 
tor and dealer organization. 

Magazine ads announcing the 
Kalamazoo dream kitchen contest 
will break in March. Four-color 
ads are scheduled in Better Homes 
& Gardens, Farm Journal, House- 
hold, Metropolitan Group, True 
Story and Woman’s Home Compan- 
ion. The Pacific Coast edition of 
The American Weekly will carry 
b&w ads. 

The consumer end of the contest, 
actually three individual monthly 
contests from March 1 to March 31, 
April 1 to April 30, and May 1 to 
May 25, offers a complete Kalama- 


don’t underestimate 


the importance of the 


great and growing 


Detroit market 


by trying to cover it 


with less 


than two newspapers — 


one of which, 


The Detroit Times, 


covers HALF 


the market. 


You're missing something 


if you miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


WIN A KITCHEN—Just finish in 25 words 

or less, reads the entry blank in this four- 

color ad Kalamazoo Stove & Furnace Co. 

is using to announce its dream kitchen 
contest. 


zoo kitchen as grand prize. The 
next ten prizes each month will be 
the winner's choice of a Kalamazoo 
gas or electric range. 


@ All ads will carry an entry blank 
asking the contestant to finish in 
25 words or less the sentence, “A 
Kalamazoo kitchen is really a 
dream kitchen because...” The 
ads also will offer a free recipe 
book to all contestants who turn in 
their entries to a Kalamazoo deal- 
er. 

Newspaper ads and radio and 
TV spots, as well as the magazine 
ads, will urge contestants to make 
their dealer their contest head- 
quarters. Point of purchase mater- 
ials will be made available to deal- 
ers and distributors. 

Prizes will be offered dealers 
based on the greatest number of 
entry blanks turned in. The grand 
prize in this case will be 15 gifts, 
including a television set, shot- 
gun, wrist watch, movie projector 
and casting rod. The next 15 win- 
ning dealers will receive individual 
prizes as indicated in the contest. 


e In addition to magazines, radio, 
TV and newspapers, teaser ads are 
scheduled in trade publications, 
and direct mail will be used to 
stimulate dealer and distributor in- 
terest. 

Fulton, Morrissey Co., Chicago, 
handles the .:ccount. 


Doubles B&W Page Rate 


Fairs & Expositions, a monthly 
published by the _ International 
Assn. of Fairs & Expositions, 
Brockton, Mass., has increased its 
b&w page rate from $75 to $150. 
The magazine has named May & 
Woodhouse, 82 W. Washington St., 
Chicago, as midwest representa- 
tive. 


|WNAB Appoin‘s Diamond 


| 


Shirley Diamond, formerly with 
WSTC, Stamford, Conn., has joined 
the copywriting department of 
WNAB, Bridgeport, Conn., replac- 
ing Donald Stevens, who has left 
to become program director of 
WAAB, Worcester, Mass. 


Foster & Kleiser Ups Dan 

Charles H. Dana, formerly lease 
manager of the Portland, Ore., 
branch of Foster & Kleiser Co., 
has been appointed branch man- 
ager of the San Diego office. He 
succeeds S. J. Dresden, who has 
resigned. 


Rudden Named Altes A. M. 


John P. Rudden, with Altes 
Brewing Co., Detroit, since 1949 
as assistant to the director of ad- 
vertising and merchandising, has 
been appointed advertising man- 
ager. 


$< 


Paci aE 
SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT® SIGN CO. 
Divteies of 
$00 Kibby St. Lime Ohve US A 
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Ever see a kid who 
didn't want something? 
With such natural 


equipment as a tear, 


a pout and a smile he : 
makes others want, too . . ¢ 
especially parents! 

With both desires and 
dough, America’s 8 to 20 


Sin 
i 
rs 


7 
2: 
, 
oo 


year olds are a booming 
market in themselves. 
And as an active, vocal 
and persistent factor in 
family purchases, they 


are your lifeline to 


the marketplace. 


ational 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Freiberger Named to Four A's 

Curt Freiberger & Co., Denver, 
has been elected to membership 
in the American Assn. of Adver- 
tising Agencies. 


Adrian Joins ‘Household’ 

Joseph Adrian, formerly with 
Esquire, has joined the New York 
staff of Household, published by 
Capper Publications. 


Philip Morris to Sponsor ‘Lonesome Gal’ 


New York, Jan. 11—Philip Mor- 
ris & Co. will sponsor “Lonesome 
Gal” for Bond Street tobacco in 
35 to 40 major markets, starting 
Jan. 22. 

Locally, the show, which fea- 
tures a disc jockey session presided 


‘over by a sultry-voiced, unidenti- 


fied girl, will be carried on WOR. 
“Lonesome Gal,” a _ 15-minute 
transcribed show, will be aired 
Monday through Friday in the 
markets cleared by Biow Co. 

The tobacco manufacturer, 
meanwhile, has revamped the day- 
time radio schedule for its No. 1 


presents 
new packages 


Hunter Packing recently re- 
packaged their entire line. 
Careards were one of the St. 
Louis media selected because 
the new package could be dis- 
played in facsimile color and 
would be exposed to so many 
people, so often. 


Loomis Advertising Co. 
506 Olive St., St. Louis 1 
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product—Philip Morris cigarets. | 
| Effective Feb. 5, Johnny Olsen’s Brands You Know 
“Luncheon Club” (ABC) will be 
cut from 25 to 15 minutes. At the 
same time, the company will pick | Co p g Ope 

up a 15-minute version of “Modern | u onin ns 

Romances,” recently dropped by | 
Norwich Pharmacal Co., on ABC. W { Co t 
Both are Monday through Friday on es as 
broadcasts. | 

Walter Kiernan’s daily five-| (Continued from Page 1) 
minute session for Philip Morris! pons, the cost drops to $7 per 1,000 
continues on ABC. These daytime | mailings, and for six coupons, $6 
shows are handled by Cecil & Pres- | per 1,000. 
brey. Mr. Hecht said all Brands You 
| Know mailings will be limited to 
Appoints Frank Weston six coupons. All participating prod- 

Clicquot Club Co., Millis, Mass.,| ucts will be noncompetitive. 
ginger ales and sparkling water, | 
has appointed Frank Weston, @ The Brands You Know group 
Providence, R. I., agency, to han-| couponing plan includes the guar- 
die its account. Newspapers and | antee of return postage on all non- 
radio will be used. deliveries. 

Under the plan, manufacturers 
will arrange for their own sales 
staffs to handle the coupon re- 
demption. But, Mr. Hecht said, a 
special redemp‘ion plan will be 
arranged for those manufacturers 


| Joins ‘Everywoman'’s’ 

| M.R. Tennerstedt, formerly with 
‘the Philadelphia Inquirer, has 
joined the Chicago sales staff of 
Everywoman’s. 


of Ebony readers earn 
more than $4,000 a year — 


magazine list of national coverage. Ebony is to the Negro what Life and 


Look are to the whites. Send for your copy of the fact-packed booklet, 


36.2% 


of Ebony readers 
own their own 


271% 


family! 


The “Ebony family” should be on every 


Market Characteristics of Ebony Magazine Readers.” 


than any other magazine 


of Ebony readers 
have been to college 


readers buy 
advertised, branded products 


| who cannot handle this phase of 
the campaign. 

In connection with the original 
Los Angeles mailing, Hecht-Arms 
Co. will send two letters to all in- 
dependent grocers, voluntary 
groups, wholesale grocers and 
chain headquarters in the market 
area. 

The letters will explain the pian, 
mention participants, list products 
couponed, tell the size of the mail- 
ing and cal] for tie-in promotion 
in the form of displays, cooperative 
advertising, etc. They will go out 
Jan. 16 and Feb. 13. The second 
letter also will emphasize display- 
ing the special Brands You Know 
window poster. 


e@ A second Brands You Know 
mailing of 1,100,000 pieces in the 
Los Angeles market is being pro- 
cessed now, according to Mr. 
Hecht, with commitments for three 
coupons. Exact date for this cam- 
paign has not been set. 

The first mailing of 510,000 
pieces in the San Francisco Bay 
area probably will be made in 
March or early April, Mr. Hecht 
said. 

C. S. Arms is the other principal 
in the Hecht-Arms organization. 
Both he and Mr. Hecht were with 
the Reuben H. Donnelley Corp. for 
many years. Mr. Hecht also for- 
merly was manager of Blum’s Ad- 
vertising Agency here. 

The Hecht-Arms Co. was formed 
in August, 1949. Among its direct 
advertising accounts are Procter & 
|Gamble, Hills Bros. Coffee Co., 
Colgate-Palmolive-Peet, Los An- 
geles Soap Co., Fisher Flouring 
Mills and Stokely-Van Camp. 

(The Donnelley company plans 
two major joint couponing cam- 
paigns. See story on Page 63.) 


RCA Continues Ad Schedule 
for Ist Quarter as Planned 

RCA Victor, Camden, N. J., has 
announced it will continue its first 
quarter advertising plans as sched- 
uled. Use of newspapers in tele- 
vision markets, its regular list of 
magazines and its radio and tele- 
vision shows will be used to in- 
troduce the company’s new 1951 
Million Proof line of television re- 
ceivers in which larger screens will 
be featured. 

ADVERTISING AGE was told that 
current plans for promotion of the 
larger 14”, 17” and 19” screen sets 
will be continued unless there is 
a sudden cutback in materials and 
production. No special promotional 
plans have been evolved for in- 
troduction of these new sets. 


Wadsworth Plans Imports 


Wadsworth Watch Case Co., 
Dayton, maker of watch cases, 
compacts, cigaret cases, etc., plans 
to import Swiss watch movements 
and case them under its own name 
for sale, by next fail. It was said 
the watches will not compete with 
those in the price class of Elgin 
National Watch Co., of which 
Wadsworth is a subsidiary. 
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What Kind of Marketing Information 
Should You Expect From a Publisher? 


The better trade publications can supply a great deal 
of information about the industries they serve... and 
they will often do a surprising amount of work to dig 
up the answers to your questions, Taking advantage of 
this service has helped many companies with their 
marketing problems. 


In the fields covered by Penton publications, there are 
a number of things we should be expected to know—or 
we couldn’t be doing a very good publishing job. 
Market information of this type is gladly given to 
persons who need it for sales planning. 


We wouldn't attempt to give a blanket definition of the 
type of information generally available from publishers 
(it is bound to vary greatly in different fields)... but 
we can mention some of the things which Penton publi- 
cations have available. Our continuing Census of 
Metalworking, for example, was started in 1939—the 
first real census of this industry ever developed outside 
the U. S. Bureau of the Census. It has cost to date over 
half a million dollars... and each year it produces a 
wealth of information about the metalworking market. 
Such thorough knowledge of the industry enables a 
publication like STEEL to tell you: 


...the number of plants in each 
Metalworking Classification. 


... What these plants make. 
... Where they are located. 
... the operations they perform. 


... the number they employ. 


... the growth of the industry in 
past vears. 


... production trends, ete. 


Of course, there are many other more specific questions 

which the research department or the editors may be 

able to answer. All kinds of requests for information 

are tossed at us every day. Some we can answer... 
. ’ 

some we can’t. But we'll do our best to supply the 

information if we have it. 


Yes, there are some limits to the help that a publication 
can give. We are not in the commercial research busi- 
ness, and it often isn’t practical to undertake extensive 
projects to develop data which is not available through 
our normal operations. Certain information about indi- 
vidual companies must be kept confidential. Most pub- 
lishers will not furnish or sell copies of their fists, 
although many will make mailings for you at usual 
letter shop rates. 


But nine times out of ten, if you have a problem con- 
cerning an industrial market, the alert trade publica- 
tions will be both able and willing to help you with 
marketing information and editorial opinion, 


If you are seeking market data in the fields covered by 
STEEL, MACHINE DESIGN, FOUNDRY or NEW 
EQUIPMENT DIGEST, write to us. We will be glad 


to help you in any way we can, 
PUBLISHING 


™ PENTON Company 


PENTON BUILDING «+ CLEVELAND 13, OHIO 
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3 Form Public Relations 
Organization in Dallas 
Eldean-Cain Organization, a new 
public relations concern, has been 
formed at 3906 Lemmon Ave., Dal- 


las, to offer both national and re- 

gional) service. Principals of the 

t new concern are: Fred Eldean, 

= president of Fred Eldean Organi- 
’ zation of New York and San Fran- 
cisco, president; Paul Cain, a mem- 


ber of Fred Eldean Organization for 
five years, executive vice-president 
and treasurer, and Keeton Arnett, 
issociate in Fred Eldean 


senior 


Organization, vice-president and 
general counselor. Mr. Arnett also 
will continue as account executive 
of the New York concern. 

The new Dallas organization will 
furnish regional representation to 
national Eldean clients as well as 
making national public relations 
facilities available on a regional 
basis to southwestern concerns. 


Shaw & Schreiber Names Gore 

Shaw & Schreiber Inc., Philadel- 
phia, has named Edward S. Gore 
as account executive. 


Buys Lithographing Concern 
Sills, Fairman & Harris, Chicago 
investment concern, has purchased 
Calvert Lithographing Co., Detroit. 
The company will continue opera- 
tions under the same name with 
a new board of directors and offi- 
cers. The officers include: William 
H. Sills, chairman; Robert A. Rit- 
ter, formerly executive vice-presi- 
dent of Magill-Weinsheimer Co., 
Chicago lithographer, president; 
Harry B. La Rocca and William S. 
Heigho, vice-presidents, and 
Thomas J. Boodell, secretary. 
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Canadian Newsprint Output Will Hit Record 


MonTRrEAL, Jan. 9—New statistics 
issued last week by the Newsprint 
Assn. of Canada indicate 1951 
world production capacity will be 
10,633,794 tons, an increase over, 
1950 of 236,000 tons. | 

This will be the first time, the) 
association said, that world news- | 
print capacity has passed the 1939 | 
level of 10,578,904 tons. | 

Production last year totaled 9,-| 


Meet “Mr. Culture”... 


AMUSEMENT EDITOR 


Time Magazine (Dec. 4, 1950 issue) devoted almost 
two columns to present provocative John Rosenfield, 
who heads up The News amusement department, as 


“Mr. Culture.” 


The achievements and cultural influence of Mr. Rosenfield in the Southwest are 
_of such importance that publications of national and international scope consistently 
find him newsworthy. ; 
And in the Dallas area of influence—that is, wherever The Dallas News circu- 


4, 


DALLAS NEWS 


lates—Rosenfield’s reviews and opinions are among the most read News features. 
Whether movies, ‘‘broad A” drama, concerts, night clubs, art museums, television, 
phonograph records, or Metropolitan Opera—in all things under his ‘‘lively arts’ 


department, Rosy is, also, ‘“‘Mr. Influence.” 


“MR. CULTURE” IS NEWS TO THE NEWS MAKERS! 


“Outside and inside his own bailiwick 
Rosenfield is recognized as the autocrat of 
the Southwest's cultural breakfast table." 

—NEWSWEEK, Aug. 18, 1947 


John Rosenfield, critic of the Dallas News 
and cultural dictator of the Southwest.” 
—THE NEW YORK POST, 


“The Texas cultural cror, John Rosenfield 
of The Dallas Morning News.” 
—Stonley Walker in 
HARPER'S MAGAZINE, March, 1950 


“John Rosenfield, a czor in matters dra- 
matic and musical in the Southwest.” 
—THE SATURDAY REVIEW, 


: z= NAC. 
irs > Sat — 

Teas NAc: MAAR Wace 
at ako c 


© 


dune 3, 1949 


? THE DALLAS MORNING NEWS HAS 
THE GREATEST COVERAGE IN BIG DALLAS MARKET | 


April 3, 1948 


: Dallas merchants reveal that 40% of their business is from outside 
of Dallas County. The Dallas Morning News with a larger circulation than 
any other Dallas newspaper in the 72-County Dallas Market, gives your 
sales message added readership in the ‘‘Dallas area of influence,” with 

¢ the added force of Dallas’ most influential newspaper. 


Ghe Dallas Morning News 


RADIO-TELEVISION STATIONS WFAA % TEXAS ALMANAC 


739,000 tons, compared with 8,150,- 
000 tons prewar. The increase was 
attributed to nearly 2,000,000 tons 
higher production by Canadian 
mills. 


s Canadian production in ’51 is 
expected to be 5,400,000 tons, more 
than half the combined output of 
the 34 producing nations in the 
world. Since 1939, the report said, 


|Canadian capacity has increased 


727,000 tons, while the total ca- 
pacity of 33 other producing na- 
tions has decreased 672,000 tons. 
Canadian expansion has been ac- 
complished by improvements of 
existing mills, as no new mills 
have been built, it is said. 

“If U. S. consumption continues 
to increase in 1951,” the report 
said, “the outlook is one of very 
tight world supply and possible 
shortage.” 


Finney Joins Erwin, Wasey 


Peter Finney, formerly of Kud- 
ner Agency, has joined Erwin, Wa- 
sey & Co., New York, as account 
executive for Admiral Corp. His 
transfer coincided with that of Ad- 
miral’s radio-TV advertising from 
Kudner to Erwin, Wasey. Albert 
Tilt III, formerly of DuMont Tele- 
vision Network, has been appointed 
to the television staff of Erwin, 
Wasey. 


Detroit TV Group Elects 


Clarence Hatch Jr., executive 
vice-president of D. P. Brother & 
Co., has been elected president of 
the Detroit Television Round 
Table. Other officers are: Art 
Fielden, Campbell-Ewald Co., vice- 
president; Walker Graham, Geyer, 
Newell & Ganger, treasurer, and 
Nan Whirl, Campbell-Ewald Co., 
secretary. 


Huffman Appoints Two 


Harry E. Childress and Leonard 
P. Frankel have been appointed ac- 
count executives of Huffman Ad- 
vertising Co., St. Louis. Mr. Child- 
ress was formerly with Jerrol & 
Associates, and Mr. Frankel was 
formerly sales executive of Station 
WEW, operated by St. Louis Uni- 
versity. 


Broadcasters Add KAVL 


KAVL, Lancaster, Cal., has 
joined the Southern California 
Broadcasters Assn. as its 52nd 
member. The station is owned by 
the Antelope Valley Broadcasting 
Co. 


CEDAR RAPIDS 


(LINN COUNTY) 


IOWA 


Now A 


METROPOLITAN 
AREA 


As Established by 
U. S. DEPT. OF COMMERCE 


POPULATION 
103,711 


Preliminary 1950 Census Figure 


The Ceder Rapids Gazette offers yeu nearly 
100% coverage beth daily and Suaday ef 
the metrepoliton oreo (Linn County) plus 
adequate coverage in 15 other eastern lowe 
counties. 


€he | 
Cedur Rupicds 


-_ Onzette 


CEDAR RAPIDS. IOWA 


Represented nottenaiy by 
The Allen-Klapp Ce. 


CRESMER & WOODWARD, INC., Representatives New York e Chicago e Detroit ¢ Atlanta e San Francisco @ Los Angeles —_—— — 
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Now... Bull’s-eye your trade advertising 


in regional markets 


in Food Topics 


Now you can buy the full advertising impact and prestige of FOOD 
TOPICS . . . with circulation bull’s-eyed in those regional markets 
where your products have distribution. 


Now you can gear economical trade advertising to your regional 
promotions with one single effective trade medium. 


Four regional editions of FOOD TOPICS . . . in addition to the 


national edition . . . are available to serve you! 


. ATLANTIC COAST EDITION 
. NORTH CENTRAL EDITION 

. SOUTHERN STATES EDITION 
. PACIFIC COAST EDITION 


2 WN — 


These editions enable the advertiser to target-in on the sectional 
markets he chooses . . . completely blanket all key customers and 
prospects in which he has most interest . . . eliminate costly cireu- 
lation among low volume stores . . . and stretch trade advertising 
dollars to the maximum, 


YOUR BIGGEST LARGE VOLUME CUSTOMERS! 
In each regional edition of FOOD TOPICS you reach: 


Readers 


All Chain Store Buying, Sales & 
Merchandising Executives 


Share of Business 


100% of Chain Volume 


All Wholesaler, Voluntary & 


Cooperative Group Executives 100% of Wholesale Volume 


All Chain “‘AA"’ (supermarket) 


and A" Store Managers 85% of Chain Volume 


All Independent ‘‘AA"’ (supermarket) 


“A"' and “‘B-plus"’ Grocers 65% of independent Volume 


THE BASIC FOOD TRADE ADVERTISING BUY — NATIONALLY « 


Where do you do business? 


1. Atlantic Coast Edition 
of Food Topics covering 


Maine, New Hampshire, Vermont, Massachu- 
setts, Connecticut, Rhode Island, New York, 
New Jersey, Pennsylvania, Delaware, Mary- 
land, D.C., Virginia, West Virginia, North 
Carolina, South Carolina, Georgia, Florida. 


TOTAL EFFECTIVE CIRCULATION.......... 37,374 
COST: $490 per page 15x, BAW) 


9 1? ah 


. “Ss 2. North Central Edition 
=< of Food Topics covering 
, sas. Ohio, Indiana, Ilinois, Michigan, Minnesota, 


Wisconsin, N. Dakota, 8. Dakota, Lowa, Kan- 
sas, Nebraska, Missouri, Kentucky. 


TOTAL EFFECTIVE CIRCULATION.......... 31,326 
COST: $392 per page ‘13x, B&W) 


b- 3. Southern States Edition 


of Food Topics covering 
Alabama, Arkansas, Florida, Georgia, Loui- 
siana, Mississippi, No. Carolina, So. Carolina, 
Oklahoma, Tennessee, Texas. 


TOTAL EFFECTIVE CIRCULATION.......... 19,101 
COST: $294 per page = (13x, BAW) 


BUG 2 4. Pacific Coast Edition 
ae, of Food Topics covering 


DL ostee Washington, Oregon, California, Nevada, 
x Idaho, Colorado, Arizona, Montana, New 
Mexico, Utah, Wyoming. 


TOTAL EFFECTIVE CIRCULATION.......... 11,411 
COST: $245 per page = (13x, BAW) 


S 
_ 2 


THE BASIC FOOD TRADE ADVERTISING BUY — REGIONALLY 


330 West 42nd St., New York 18, N. Y. 


625 Williamson Bldg., 
Cleveland 14, Ohio 


520 North Michigan Ave., 
Chicago 11, Ill. 


556 S. Serrano Ave., 
Los Angeles 5, Calif. 


22 Marietta St., 
Atlanta 3, Ga. 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 


Issuea every Monday by Advertising Publications, Inc., 200 E. Illinois St., Chicago |! 
(DE 7-1336), || E. 47th St., New York (MU 8-0073), Nationa! Press Bidg., Washington 
4, D. C. (Re 7659). G. D. CRAIN JR., president and publisher. S. R. BERNSTEIN, O. L 
BRUNS, vice-presidents. C. 8B. GROOMES., treasurer. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
Advertising Production Manager, Geor: 
F. Schmidt . - 
New York: O. O. Black, Halsey Darrow, 
James C. Greenwood, John P. Candia, 
Harry J. Hoole. 

Chicago: O. L. Bruns, Western Advertis- 
ing Mgr. J. F. Johnson, E. S. Mansfield, 
Arthur E. Mertz 

Los Angeles (i4): Simpson-Reilly Ltd. 
1709 W. Eighth St.. Walter S. Reilly, 
Pacific Coast Manager. 

San Francisco (3); Simpson-Reilly Ltd., 
703 Market St.. Wm. Blois Smith, Mgr. 


Editor, S. R. Bernstein 

Executive Editor, John Crichton 
Managing Editor, Robert Murray Jr. 
Washington Editor, Stanley E. Cohen 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lowrence Bernard. Chicago: 
Murray E. Crain, Emily C. Hall, Jeanne 
Stoff, Bruce M. Bradway, Jarlath J. 
Graham, C. P. Richman 


Editorial Production, F. J. Fanning, Lois 
Altemeier 


Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


1S cents a copy, $3 a yeor, $5 two years, $6 three years in U. S., Canada and Pan 
America. Foreign $4 0 year extra. Four weeks’ notice required for change of address. 
Frank W. Miles, circulation director. 


Is Sports Promotion Next on the List? 


The action of television station KFI-TV, Los Angeles, in forming 
an eight-team basketball league in cooperation with the Los Angeles 
city department of recreation and parks, is extremely interesting. 

Establishment of the league followed the action of University of 
California at Los Angeles and University of Southern California in 
appointing Music Corp. of America as their agent to sell TV rights 
fér their home games, with an asking price of $80,000. 

The television-sponsored league will reverse the normal sports-TV 
afrangement. The games will be used as program fodder around which 
t@ sell commercials, and admittance to them will be free. If they suc- 
e@ssfully build a demand for personal admissions, tickets may ulti- 
mately be sold instead of being given away. 

With football, baseball and other sports moguls mumbling in their 
b@ards about the adverse effect of television on box office receipts, 
the Los Angeles arrangement takes on special significance. There can 
b@ no doubt that good sports events make for good TV audiences, but 
the reverse is obviously true, also; that is, TV promotion can build 
Up interest in a sport or an event which might be difficult or impos- 
sible to achieve otherwise. Wrestling and roller derbies are excellent 
C@Ses in point. 

It does not take too much imagination to visualize a new and inter- 
e@ing weapon which TV may be able to hold over the heads of re- 
luetant sports authorities—the possibility that if existing leagues and 
e@nferences won't play with TV, TV will go out and play its own 
games and ignore the others. 

Whether this happy or unhappy (depending on your point of view) 
eventuality occurs, one thing is already certain: 

Television has provided another big boost for American sports as 
4 spectator, rather than a participation event. More and more, as 
time goes on and coaxial cables blossom all over the land, the “major” 
sports events get wider and wider coverage and attention, and the 
home town and sand lot sports get shunted further and further into 
the background. 

The day when we and our kids formed teams just for the fun of it 
is rapidly disappearing—we're too busy watching the thoroughbred 
sports pros perform before millions to be bothered trying to get into 
the act ourselves. 


The Need to Keep Marketing Sharp 


In a talk to the American Marketing Assn., James J. Nance, presi- 
dent of Hotpoint Inc., made some interesting comments on the role of 
marketing. He said, unequivocally, that even if the defense economy 
should require all-out mobilization, business must maintain at least 
the “hard core” of its marketing organization, and plan for better, 
more efficient marketing when and if the emergency ends. 

The reason, he said, is that the defense economy will again in- 
crease our already vastly expanded capacity to produce, and once war 
demands ease off, a terrific selling job is going to be required to keep 
America’s factories working at anywhere near capacity. 

Mr. Nance said boldly that America’s selling efficiency is not as 
good as the record of the past five years seems to indicate, and that 
the whole machinery of selling has been coasting under favorable 
conditions for so long that it is soft, flabby and unfit for intensive 
competition, 

He added that the greatest single need of American industry is for 
more marketing-minded top executives, and pointed out that pro- 
duction emergencies, such as the present one, hinder development 
along this line because they put the production man in the saddle 
and the marketing man on the shelf. 

All of which ought to provide marketing, sales and advertising men 
with plenty of food for thought. 


“Vl see him ot the end of the first half!’ 


Advertising Age, January 15, 1951 


Rough Proofs 


Mr. Fish has joined the adver- 
tising staff of Hunting & Fishing, 
and the organization will no doubt 
be completed with the addition of 
Mr. Hunt. 


Libby is giving orchids to pur- 
chasers of its pineapple juice, no 
| doubt in the hope that pleased con- 
sumers will shortly want to confer 
orchids on Libby. 


- 

The demand for unusual pre- 
miums is getting so strong that ad- 
vertising scouts are beginning td 
look for ideas in the machina- 
tions of Ralph Edwards and “Truth 
| or Consequences.” 


* 

Jerry Jordan insists that tele- 
vision hasn't hurt sports attend- 
|ance much, but judging from the 
| nervousness of colleges and sports 
| promoters, they aren't too sure 
| they agree with him. 
| 
| 
| 


* 
The British Broadcasting Corp. 
is thinking about allowing adver- 


—Dun’'s Review | 


-|tisers to sponsor television pro- 


What They're Saying 


grams. They are perfectly willing 
to let commercial broadcasting 


| have a share of the red mk. 


‘Duration’ Advertising 

General Marshall has declared 
on a number of occasions that— 
barring all-out war—we will not 
permit ourselves to be yanked into 
a program of all-out war produc- 
tion. That, he maintains, would 
ruin our economy, and that would 
be just as disastrous as any mili- 
tary defeat possibly could be. The 
basic strategical concept in this 


area, he has stated with wonderful | 


simplicity, is a constant striving 
for a sound economic balance be- 
tween military production and the 
needs of our civilian economy. 
Obviously, this concept can be- 
come—and_ should 
basis of the strategical planning of 
“duration” advertising. Nobody 
can predict the timing of the out- 
break of war. Therefore, advertis- 
ing—in its planning—must be pre- 


| mised on the assumption that our 


government will make every ef- 


| fort to maintain a sound civilian 


economy in 1951... 

Advertising, in its final execu- 
tion, may have to be completed 
closer to deadlines. But the long- 
range strategical thinking should 
not be on a “let’s see what tomor- 
row brings” basis...Ever since 
1930, any advertiser so minded 
could find reasons why advertising 
decisions should be delayed. Yet in 
all those 20 years, “tomorrow” 


| never brought with it a set of con- 
| ditions that made decisions auto- 


|“how the wind blows” 


Waiting to 
is a sheer 
waste of time—because the winds 


matic or easier. see 


|of our economy never blow steadily 


from any quarter long enough. 


“Grey Matter,” house organ of Grey 
Advertising Agency, for Jan. 1, 1951 


British Inconsistency 


One of the delightful aspects of 
the British form of government is 
its inconsistency. The government- 
owned British Broadcasting Co. 
does not permit any commercial 
sponsorship. But the same BBC 
publishes a weekly program guide, 
Radio Times, which is fat with 
advertising. The Board of Trade, 
similar to our Department of Com- 


You may not want to have all 

merce, is publisher of the Board| of your eggs in one basket, but 

of Trade Journal which carries a| solicitors for worthy causes agree 

huge amount of industrial and| with J. C. Furnas that we should 

financial advertising. | put all of our begs in one ask-it. 
The government is one of the! 

largest users, as well as one of bd 

the largest sellers, of advertising.| The number of ad courses in col- 

Government-owned industries pro- | leges has doubled in the past five 

mote their products and services| years, AFA reports, possibly as a 

as vigorously as private enterprise.| hint to boys and girls now on the 

The railroads carry the same post- | payrolls to keep on their toes. 

ers they did before nationaliza- | 


become—the | 


tion, advertising their tours and 
their hotels. 

The nationalized electric indus- 
try buys newspaper space to sell 
cooking with electricity, while in 
the adjoining space the national- 
ized gas industry tells the house- 
wife how to do it better with gas. 

A striking example of British 


freedom is the copy which govern- | 


ment publications and trucks carry 
from associations and corporations 
which attack the Labor plans for 
further nationalization. 
—From “Yankee Salesmen in King 
George’s Court,” by Philip Salisbury 
in January issue of Harper's Maga- 
zine. 


Stockholding Management 

There has been a growing im- 
patience upon the part of stock- 
holders with directors who own 
no stock or merely a nominal 
amount. 

Stockholders are not unreason- 
able about this. They neither ex- 


pect their representatives to put all 
their eggs in one basket nor nec-| 


essarily to be millionaires ... They 
do expect them to own enough 


shares to guarantee that they will | 
have some interest in the stock and | 


to show that they have confidence 
in the future of the company... 
They argue that if the men who are 
directing the affairs of the company 
and know better than anyone else 
what its prospects may be, do not 
have sufficient confidence in the 
outlook to place at least a modest 
proportion of their investments in 
the company’s stock, they them- 
selves must be suckers to own its 
shares. 


—Robert P. Vanderpoel, financial 
columnist, Chicago Sun-Times. 


. 

Advertising women insist it’s 
| only their ability that counts, but 
|}in reviewing some successful ca- 
| reers, it seems evident that talent 
isn’t handicapped when it’s joined 
with beauty. 


The Creative Man pats Eastman 
| Kodak on the back for using a 
painting as an illustration for a 
magazine ad, and perhaps he has- 
n't noted that many radio and TV 
set manufacturers have advertised 
regularly in printed media. 


Quaker Oats, which has been 
selling Ken-L Ration successfully, 
proves it isn’t going completely to 
the dogs by buying the company 
that makes Puss 'n Boots cat food. 


* 

The Census Bureau, AA reports, 
predicts a new wave of babies in 
1951, with the new generation 
gathering momentum in 1952. 

And for many manufacturers, 
this isn’t just baby talk. 


= 
Wall St. and La Salle St. are 
evidently sisters under the skin, 
as the Chicage Journal of Com- 
merce has now become the mid- 
west edition of the Wall Street 
Journal. 


Those network affiliates which 
decided there is no good reason 
for reducing their nighttime rates 
seem not to have been working en- 
tirely in the dark. 

Copy Cus. 
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Do ( Days 
Make One Weal 


\ The Philadelphia Inquirer publishes seven 


a a 


days a week. The second Philadelphia news- 
paper also publishes seven days a weck. 


Every important metropolitan daily and Sun- ’ 
day newspaper reports seven-day advertising 


figures as a basis for analysis and comparison. 


I The Philadelphia Inquirer conforms to this 


established practice. 


| We are proud of The Inquirer every day of In 1950, The Inquirer carried the 
largest volume of advertising ever 
published by any Philadelphia news- 
consecutive years of total advertising leader- paper in a similar period. 


the week. We are proud of The Inquirer's 18 


\j ship in America’s 3rd market. 
; ADVERTISING LINAGE 


YEAR 1950* 

i To increase sales in Philadelphia, be sure that ” 

‘ : Philadelphia Inquirer . . . 36,000,000 lines 
your schedule is headed by the newspaper S06 Gemtenee «ss... 30,400,000 lines 

that stands first . . . THE INQUIRER. : INQUIRER Leadership... 5,600,000 lines 
* *Source: Media Records 
| — 
f 
| Now in its 1th 
Consecutive Year of Total 
Advertising Leadership 


in Philadelphia! 


The Philadelphia Pngquiver 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, los Angeles, Michigan 0578 
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Nearest military port to Far East, Seattle is 
5 in customs, climate, and commerce. But in the way its citizens respond to and 


thine 


Soon after LIFE arrives in Seattle, it begins to im- 
part its powerful and personal impact. 

Shown here are some examples . . . in the way LIFE 
impresses leaders of Seattle’s civil, cultural and com- 
mercial affairs ... in the way LIFE affects careers and 
ambitions of Seattle's citizens. 

Across the nation—as in Seattlke—LIFE has the 
same kind of impact. And there’s good reason why ... 


Governor Arthur B. Langlie acclaims LIFE’s concise report- 
ing: “LIFE brings the whole world into clearer focus for us here 
in the Pacific Northwest, and for people throughout America.” 


unlike any other American city 
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What happens when 
hits Seattle? 


A recent and highly significant research study* has 
found that in the course of 13 issues LIFE is read by 
more than half the nation . . . is most regularly read 
in the best educated, highest income groups. 

With so many people reading and responding to 
LIFE, it is no wonder advertisers invest more dollars- 
for-selling in LIFE than in any other magazine, more 
than in any broadeasting network. 


Vice-president Dave Beck, International Teamster’s Union: 
“It is not necessary to be always in accord with LIFE’s views 
to recognize it as the most significant journal published.” 


regard LIFE, Seattle is like city after city in America. In Seattle 3 out of 5 people* 


find LIFE’s compelling pages more interesting than those of any other magazine. 


* From the new important Accumulative Audience Study 
by Alfred Politz Research, Inc., 


number of people who read a single issue of LIFE 


which measures the 


(23,950,000 Americans), reveals how this audience 
grows in the course of, thirteen issues to a total of 
62,600,000 different people, and analyzes the charac- 


teristics of that audience. 


Mayor William F. Devlin knows LIFE’s influence: “Seattle- 
ites are accustomed to the better things in life. That's why 
they read and enjoy LIFE’s stimulating and up-to-date articles.” 
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Across the nation only LIFE has this local impact 


ON CAREERS... 


7 ve ak } . . 
Ambitions of student actresses at University of Washington’s Drama School are aided by 
Director Glen Hughes. About LIFE story on school, Director Hughes said: “The public reaction 
was immediate and widespread. My desk filled with letters and the box office boomed.” In 
LIFE’s audience there are more than 13 million young adults between the ages of 20 and 29.* 


ON COMMERCE... 


wee 
Retail 
stories and advertisements as a merchandising guide so our stores may satisfy buying urg 
aroused by LIFE’s impact.” Important to retailers are two facts about LIFE’s readers: over h 


are homeowners; and almost two-thirds are in America’s middle and upper economic brackets 


Satisfaction smile on Bill Anacker’s face 
followed LIFE article about his and brother 
Ken’s repair shop, “Bill Ken Fix-It.” They 
said: “Our business doubled. We are now 
the dealers for several famous national lines.” 


Appreciation was expressed by Mrs. Robert 
Blackstone (one of LIFE’s 31,550,000 femi- 
nine readers*) after LIFE aided her marriage 
to Korean-bound Marine. “LIFE got us the li- 
cense that tied our lives and careers together.” 


gineering and sales for Boeing Airplane Co.: 
“In these days of world confusion, LIFE’s 
vivid reporting of the news takes on an even 
more important role in the life of our city.” 


Wholesaler F.. S. Carter, President of Hary 
Megee, Inc.: “LIFE has the unique power to 
build acceptance. We are always grateful when 
our principals use the advertising pages of 
LIFE to pre-sell customers and aid retailers.” 


Celebration parade was held by “3 Gls.” George Lamaine, Don Wallace, and Buford Seals. 


owners of war surplus business, after they appeared in LIFE. They report effect of the LIFE 
story: “Everybody in town seemed to know who we were. LIFE has become a major factor in 


our success.”’ Many of the “3 Gls” best prospects are among LIFE’s 31,050,000 male readers.* 


Key Man in salmon fishing industry, Mr. Nick Bez, says: “LIFE’s articles have always im- 
pressed me as penetrating and vital. Through its unsual combination of pictures and news stories, 
LIFE plays an important part in developing the thinking of people in the Pacific Northwest.” 
70% of all business executives, owners and professional people in America are LIFE readers.* 
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Cartoon TV Spots | 
on Flamingo Juice 
Used in 3 Cities 


New York, Jan. 8—Leigh Foods 
Inc., producer of Flamingo frozen 
orange juice and the new Flamingo 
frozen grape juice, this week be- 
gan its first television advertising | 
in New York, Philadelphia and | 
Atianta. | 

A one-minute cartoon commer- 
cial appears on WJZ-TV_ twice} 
weekly and WOR-TV three times | 
weekly. Daily spots are used on| 
WFIL-TV in Philadelphia and the | 
cartoon spot will be shown six 
times weekly on WAGA-TV in At- 
lanta. 

Douglas Leigh, president of 
Leigh Foods, and Broadway spec- 
tacular king, said his company will 
continue radio advertising started 
last fall and that it planned addi- 
tional spots and participations. 


s In New York, Flamingo partici- 
pates in the Eleanor Roosevelt 
program (WNBC, 12:30-1:15 p. m., 
EST) five days a week and runs 
20 to 25 short spots (15 and 20 sec- 
onds) on WINS. In New England, 
Flamingo participates on the Mar- 
jorie Mills program (NBC) twice 
weekly. The Flamingo calypso 
commercial is heard in the South 
via WAGA, Atlanta (35 times a 
eek); WDSU, New Orleans (once 
day); WWDC, Washington (18 
ots weekly), and WFBR, Balti- 
wre (once daily). 


rtshorn Opens Division 

aded by William Porter 
Stewart Hartshorn Co. New 
rk, window shades, shade cloths 
di coated fabrics, has established 
new industrial products division 
signed to provide increased pro- 
ction of resin-bonded fabrics 
d paper and precision metal and 
od parts. 

William R. Porter, since 1949 
es manager of the company, has 
n named manager of the divi- 
mn, with headquarters in New 


latchabelli Promotes Jettery 


William P. Jeffery Jr.. who 
ned Prince Matchabelli Inc., 
w York, a year ago as sales man- 


er, has been elected a director 
id vice-president in charge of 
es. 

—— 

AIN’T NO 


EASY 
PICKIN’ 


t's just too ® 


itful Kene 
Hy fruit Ww AV 


ant are® = 
a oe ket, bones My" ee 
ry to _ 
= your antics around Loui 
rou “ 


TE. . 
an eec — ETERS, . 


‘Dr. Christian’ Holds 
Annual Script Contest 


“Dr. Christian,” the veteran 
CBS radio attraction, has an- 
nounced its tenth annual script 
writing contest. Entries—they 
don’t necessarily have to be type- 
written—should be sent to Dr. 
Christian Award, 17 State St., New 
York (4). The competition closes 
Feb. 28. 

All the scripts used throughout 
the year on this 30-minute pro- 
gram, which is sponsored by 


Chesebrough Mfg. Co., are selected 
from those submitted by contest- 
ants. First placer will receive $2,- 
000; the next three runners-up will 
be awarded $500 each. Forty-eight 
other scripts will be chosen for 
prizes ranging from $250 to $350. 


McCann-Erickson produces. the 
broadcast. 
Joins Shaw & Schreiber 


Edward S. Gore has joined Shaw 
& Schreiber, Philadelphia, as an 
account executive. 


To Wasser, Kay & Phillips 


Roy E. Phebus, formerly adver- 
tising manager of W. W. Lawrence 
& Co., subsidiary of Sherwin-Wil- 
liams Co., has been named an ac- 
count executive of Wasser, Kay & 
Phillips, Pittsburgh agency. An- 
thony Mantia, formerly with Pack- 
age Programs Inc., has joined the 
agency’s television department. 
Kay Hervey, formerly account ex- 
ecutive of Public Relations Re- 
search Service Inc., also has joined 
the agency. 
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Vinton to Hotel New Yorker 

Doris Vinton has been appointed 
director of public relations for the 
Hotel New Yorker. Miss Vinton is 
at present New York publicist for 
Chalfonte-Haddon Hall, Atlantic 
City. 


Walsh Joins van der Linde 

Robert D. Walsh, free-lance art- 
ist and formerly with Ziff-Davis 
Publishing Co., has been appointed 
art director of Victor van der Linde 
Co., New York. 


af 


STUDY 
lnctedes general charac. 
teristics, vacation activi. 
ties, prodact rank at 
consumer level for gen- 
eral household itens, 
feod items, cosmetics 
aad toiletries in ten 
major 


Pittsburgh Sa-Telegraph 


_ RALPHS MAKES AN ASSET OF A NECESSITY 


SURVEYS 
A market-by-market di- 
réct-interview survey of 
commodity brands 
stocked by both chain 
and independent outlets. 
These surveys cover 15 
commodities. 


Herbert W. Beyes, General Manager 
999 Bt Avenue, New York $9, N. Y¥. 
Offices im Principal Cities representing 
Wew York Journal-Ametican Albany Times Union 
Saltiors News-Post American San Francisco Examiner Ghdeage Herald -Accricen 


Detroit Times 


Res Angties Examiner 


Seattle Post-Iote!ligencer 


Boston Recond-American Advertiser 
Copppright 1951 by ESearst Consolideted Publications, Inc, Hearst Advertising Service ss csr, 
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Sets Ads Series for Spunlo 


Industrial Rayon Corp., Cleve- 
land, will launch the first of a ser- 
ies of ad barrages Jan. 22 with 
half-pages in Life to run for five 
consecutive weeks featuring its 
Spunlo rayon fabric. Similar cam- 
paigns will be carried out after 
Easter, during the summer and in 
the fall, backed by cooperative 
advertising and promotion helps 
for department stores. Grey Ad- 
vertising Agency, New York, has 
the account. 


‘L. A. Times’ Takes Over KTTV After CBS 
Buys KTSL from Akron First National Bank 


Los ANGELES, Jan. 9—The Los 
Angeles Times acquired full own- 
ership of KTTV, Los Angeles, Dec. 
31 by purchase of the 49% interest 
held by Columbia Broadcasting 
System. The action followed min- 
utes after CBS purchased TV Sta- 
tion KTSL from the First National 
Bank of Akron. 


Earlier that same day, the bank 
had taken over the Thomas S. Lee 
Enterprises, following FCC ap- 
proval of the transfer. The pur- 
chase was based on the bank's high 
Oct. 20 bid of $12,320,000 for the 
Lee properties (AA, Oct. 23). 

The series of transactions were 
made final at the year end in or- 


der to permit all parties to start 
the new year with complete con- 
trol of their properties. 


gs The KTTV sale was followed by 
a meeting of the board of directors 
of KTTV Inc., at which the res- 
ignations of CBS President Frank 
Stanton, Howard Meighan, vice- 
president, and Ned Marr, resident 
counsel for CBS, were accepted. 

Elected to places on the board 


were Harrison Chandler, general | 


~ 


SS Se 
eee 


The miraculous growth of modern Los Angeles 
had its beginnings in the 1870's and gained momen- 
tum with the development of motor transport. 
Simultaneously, from the days of the hitching post 
to the parking lot era, the Ralphs chain of markets 
grew — from one store, opened in 1873 by George 
A. Ralphs, to 34 pace-setting super markets. 


As Los Angeles pushed wide its boundaries, created 
new living habits, buying habits and shopping-by- 
car habits — Ralphs opened new stores at strategic 
trafhc points, adopted new merchandising policies, 


and above all, made shopping easier for customers: 


“Automobiles are shopping necessities to most 
people in metropolitan Los Angeles, and large and 
adequate parking areas are absolutely essential to 


Ralphs,” says the chain's president. 


eee allt nnceicatidl cep ames a toe 


a = Se'S ed Mi eo 


America is certainly changing when even parking 
lots can determine the turnover of national prod- 


ucts out of individual outlets. 


But today, in every market, changes are taking 
place that are as vital to those which have shaped 
Los Angeles and Ralphs. These changes require 
revised marketing strategy, based on the latest, most 


authoritative information. 


Progressive sales and advertising executives of 
national organizations are relying more and more 
on the sound localized data of Hearst Advertising 
Service to assist them to better understanding of 
local markets. Your H.A.S. man can supply you 
with complete, accurate information about the ten 
major markets where more than half the nation’s 
buying income is centered. Get in touch with him 


today, for bigger localized profits tomorrow. 
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is now KTTV executive vice-pres- 
ident; L. D. Kotchkiss, editor of 
the Times; Harry W. Bowers, treas- 
urer of the Times, and Harrison 
Dunham, general manager of 
KTTV 

Biair TV Inc, has been named 
to represent the station, which 
was formerly represented by CBS 
Radio Sales 


Three Name Thoma & Gill 


Thoma & Gill, Newark agency, 
has been appointed to handle ad- 
vertising for Muller Machinery 
Co., Metuchen, N. J., contractors’ 
equipment; Groov-Pin Corp., Un- 
ion City, N. J., manufacturer of 
press-fit fasteners and Tap-Lok 
inserts, and Leiman Bros. Inc., 
Newark, manufacturer of air 
pumps, air motors, sand blasts and 
dust collectors. 


Schreier Joins ‘Coronet’ 


Harry R. Schreier, formerly 
vice-president of Peter Hilton Inc. 
(now Hilton & Riggio), has joined 
Coronet, New York, as sales rep- 
resentative. 


WANTED 
Side Line 


Salesmen 


* 
- 
a 
* 
e 
a 
a 
e 
calling on auto dealers, 
hotels, dairies, bottlers, 
sheet metal shops, and 
manufacturers of foods, 
confections, drugs, ice 
cream or farm implements. 
Earn a regular income at up to 
someone commission taking orders 
‘or 


Silk screen processed in any 
number of colors on baked 
enamelled 

STEEL * ALUMINUM + 

any of which can be ~~ 
ized. 

Everyone buys signs—the best 
bet for effective, low cost, 
long-lived advertising at point- 
of-purchase or for covering 
rural areas. 


Borbeha m Pp 


makes 
BACK-BAR SIGNS 
COUNTER SIGNS 
||| WINDOW DISPLAY SIGNS 
ROAD SIGNS 
FENCE SIGNS 
TACK SIGNS 
LICENSE PLATE SIGNS 
WALL HANGER SIGNS 
STRIP SIGNS 
TIRE CENTER SIGNS 
BLACKBOARD SIGNS 
in any size from 1” x 2” name- 
plates up to 48” x 96” road 
signs. Any quantity from 25 
to a million. Any trademark 
| or special lettering reproduced 
| at no extra cost. 
Protected territory where 
available. Leads furnished 
from our national advertising 
and direct mail campaigns. 
Samples and literature sup- 
plied. 
Commissions paid the first and 
fifteenth of each month on all 
orders and full commission on 
all repeat orders taken by 
| you or sent direct by your 
customers. 
eeeeeeeeoeaoseeoeee 
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| McPheron Joins Geyer Agency 


Joel McPheron has joined Geyer, 
Newell & Ganger, New York, as 
| account executive for United Air- | 
|eraft Corp. Mr. McPheron was 
previously assistant to the vice- 
president of traffic and sales of 
Pan American Airways and before 
that president of Engler, McPheron 
& Dupin, Louisville agency. 

| 


| Will Replay Rank Movies | 


KECA-TV, Los Angeles, has se-| 
cured exclusive replay rights to} 
| 13 J. Arthur Rank British feature | 
| pictures for screening in 1951. The | 
| Station had exclusive Los Angeles 
first run video rights to 65 Rank 
pictures in 1950. The 13 for 1951 | 
| were picked from the 65 used in| 
1950. | 
| 


This is Elects Vaughn and Beymer 
the Account Executive who vige-president in charge of sles 
strengthened his hold on the Agency’s Mire Co. Chicago, He will have | 

jurisdiction over all sales in the) 


best account. He introduced his ene ee ae Soa, B.S 
client to the 1,000,000* MEN who 


| president and executive assistant 
| to the president. 


read and own The Elks Magazine. —_—_ Howell Joins Paramount 
| John F. Howell, formerly ad- 
*June 30, 1950 ABC statement — Vertising and sales manager of 


976,299 circulation —a 26,299 Stephen Slesinger Inc., New York, 
bonus over guaranteed 950,000 has joined Paramount Television 
on which current rates are based. Productions. He will handle mer- 
chandising of products licensed by 
|“Time for Beany,” a syndicated 
Paramount TV feature. 


YOU'LL SELL IT... 


1F YOU TELL IT IN |Gets Hosiery Account 


Seamprufe Inc., New York, has| 
appointed Alfred J. Silberstein, | 
Bert Goldsmith Inc., New York, as 
agency for its hosiery division. 


New York + Chicago + Detroit 
Los Angeles + Seattle 


McCreery Names Coerne V. P. 

John S. Coerne has been named 
vice-president of Walter McCreery 
lInc., Beverly Hills, Cal. 


started in business 
in 1866 with the purpose of surviv- 


ing! We took full recognition and 


->2. consideration of the elements in- 


volved! ’ , ’ , of ’ ’ ’ ’ ’ 


Doing things better is certainly the 
most direct line to achieve this, and 
that is the policy Manz has never 
veered from in 84 years — doing it 


Betrer and more EcoNomIcaLty. 


42 Ra 
Chicago 13, [tina's 


We are always in a constant search 


GRACELAND 2-1000 
to improve in our skill as well as 


equipment. ’ ’ ’ ’ ’ ’ ’ , ’ | 
This is one of the many reasons why 
Manz has always held leadership in 


the printing industry. + + + + + ¢ 


orrices ° cHICAGO ° DETROIT ° NEW YORK 


Wiley L. Golden of the Cincinnati Post advertising staff has been 
appointed assistant director of information and intelligence for 
Headquarters Area No. 1, Civil Defense Section, comprising 14 Ohio 
counties ...Another Cincinnatian, Leonard M. Sive, president of 
Sive & Rosenfield, has been elected president of the City Charter 
Committee, one of the two major political organizations of the city. 
He is its 6th president and, at 36, its youngest... 

William Paul Warwick, of Warwick & Legler, New York, and son 
of the agency’s president, H. Paul Warwick, is engaged to Eloise 
McElhone, who has her own program, “Eloise Salutes the Stars,” 
on the DuMont Television Network... Another wedding in the 
offing is that of Lois Kalins of Brooklyn, who is engaged to Daniel S. 
Sudarsky, son of John Sudarsky, v. p. and business manager of the 
Hartford Courant... ; 


FIRST PRIZE—Henry P. Bristol (left), chairman of the board of Bristol-Myers Co., con- 

gratulates Ad Manager Roger C. Whitman for his first prize photography entry 

in the company’s first annual arts and crafts exhibit. Nearly a hundred entries were 

submitted in photography, art, handicraft and needlecraft, the work of employes 
in the U. S. and foreign countries where the company maintains offices. 


Three Salt Lake City ad executives newly appointed to the ad- 
vertising commission of the Advertising Assn. of the West are Rich- 
ard Harris, R. T. Harris Advertising Agency; Amos B. Jenkins, ad 
director of the Deseret News; and Marion Nelson of Gillham Adver- 
tising Agency... 

Big event of the annual Christmas luncheon for the Chicago staff 
of Traffic World was the presentation of a silver service to Robert 
Bayer, editor, in celebration of his 25 years of service. Emil 
Stanley, v. p. of Traffic Service Corp., publisher, made the pres- 
entation .. . 


SERVICE REWARDED-Ross Roy (second from right), president of Ross Roy Inc., 
Detroit, presents award: to ten and 20-year veterans of the agency. Left to right 
are Andrew Holevar, Ronald A. Post, Mrs. Ora Tellier, Mr. Roy and Jack Thornhill. 
The luggage is the award to Mrs. Tellier, who has been with the company for 20 
yeors; the men are holding watches given them for their ten-year service. 


Charles M. Robertson, president of Ralph H. Jones Co., Cincin- 
nati agency, has been elected Ist vice-president of the Cincinnati 
and Hamilton County Young Men’s Christian Assn. Elected 2nd 
vice-president is Frederick W. Geisel, business manager of the 
Cincinnati Post... 

A new director of the Providence Chamber of Commerce is Her- 
bert B. Carkin, sales manager of Standish-Barnes, outdoor advertis- 
ing company... 

Carl E. Olin, manager of the Palmolive Bldg., which houses Camp- 
bell-Mithun, Grant, Buchanan, BBDO and other Chicago agencies, 
has been named v. p. and a director of the 2000 Corp., which pur- 
chased the building several months ago... 

Milton M. Enzer, public relations director at Yale & Towne, Stam- 
ford, Conn., has been named chairman of the executive committee 
of the public relations advisory council of Union College, Schenec- 
tady, and a member-at-large of the Graduate Council... 


| 
} 
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More is bought 
in a week of 
ems JUNCh hours 


"ANIA GAS 
i Rees 
> , 
i" 

a 
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. than on a Saturday shopping spree 


Women who work have more money than time! 
They crowd a shopping lifetime into sixty minutes each day... buy clothes, carpeting, lipsticks and linens 
on a lunch hour. Working because they want the best for themselves and their families, working for 
the things only a paycheck can provide, these women shop seriously. They're not window-shoppers . . . 


counter- browsers . .. Saturday-only customers with a matinee in mind. A consistent, potent consumer group, 
they're the reason retailers report heaviest traffic during lunch hours... they're the reason 
Chicago’s Marshall Field insists on a full sales force between those money-making hours, |2 and 2. 


Anyway you look at it, women who work need more... buy more... 


mean more business for advertisers in C] 


the magazine for women who work ... a Street & Smith Publication 


| a ie — ee Be. Mee ee C8 Re ceils 7 ta 
as eh, ee ee ee ae, * ee a se oe * yee 
* Bayi 
e VEY 
4 Prot Gk 
, es, 
ore 5 
ae 
. E ise 
; pte oi 
' ae og 
fe 
} ‘ee 
me. 
ee 
t € a, 
ee 
et 
' » ny bb ot 
Be 
RAS 
‘nat 
; ate 
ere 
‘ bane Ae 
a 
ps AY 
te 
nye aee 
PSE 
' 5 arc F ‘oom 
a a ; ae 
1 oa , y : WS 
af ar as eee x. - ¥ a Aa ha a = ry at 
oo) poe 3 eettas, a See NS na 
' <— most. 6 ae ess 
- oe re ak : . 2 ae Rea See tae 
XEN . Bee os hy aa 
D ' . Peg | hg tera 
2) a ose 
ANT) ) Bt ore ca a 4, } 
mf | eo a Se eee 
AS fe 4), a ° eee 
Vien i Se agg ete 
: >a nn a ee é f > ‘ AM 
‘Ki q ae , a pas ary \ Bee x: 
’ , eae eg ee ; 4 ghee 
j i< . ; ‘, a 3 Bees sah ] , “ ‘4 &i 
Z my a : mS er » § ae . ae e a 
HK Z ae | : aS 
} ’ rif) «= bb. ae z: ee ae >” : ; Bij 
x ; . -_ ~ a eee | . Lae 
a= = 2 Bsn” 
Soy ee. Lae = ¥ Seg : ie 
Ws ioe ee , es Seas 
ss » ee 7 So ae : Sel ’ ae k + Gate See eke aS, inte ~~ ihe 
Pee 7 : ee, ta ee pe oe i ee Uo sane Oe ee. Seay ae? % So ts 7” . 
} F eoce ee ag ee a oe a aaa a hal ve J ee 
t “ . Z F \ \ \ ' \ i or. 
\ | Sees 
sa ve 
ere. | 
aS 
ba 
e ae 
4 ‘ see 
iors, «! 
, “ee 
aera 
: ve On 
' “ee ae 
| ‘ee ey: 
‘ 3 ie Ps 
a eee 
: oe a x 
tli oe eg 
iy <a" tow i 
co aa 
a. a 
ep .* a a . ret — 
, = ie fa Be; 
a ae Berrys.” 
> te 
ae Pie 
; a kanes 
| ii K ay 
Oe Ri % nee }. 
it alg 
i ‘ Po 
\ Sh ae 
poe pS 
ne ame 
he ett» 
| ae hess ie aks 
Ai pete 
4 a gy 
ee 
b ES at 
; if ae al 
. ae 
' i ae 
eK 
ony 
f ; oe 
aye) 
ia yee ens 
EN? 
y “aetad 
' pa 
ee 
f ri iocsatl 
i : po 
_ 
Ded 
| ect 
i] ae a 
| .S ’ 
i ite 
; 4 Lent 
: Se x 
Tae 
ae 
, Feces 
' meet 
She! nies rae ok Sr |b ep rs ree ee : ee oo el ie a ee. ll ee a 
aces” Ry CRE ay oe SA =) a oe es Bee Ot ee a a a nee eee to 


20 


To Ketchum, MacLeod & Grove 


Kathleen A. Oakes, formerly die- 
tician at the Pittsburgher Hotel, has 
joined the radio and television de- 
partment of Ketchum, MacLeod & 
Grove, Pittsburgh agency. She will 
be an assistant to Katherine Neu- 


mann, star of “Kay’s Kitchen,” 
the five-times-weekly program 
televised over DuMont Station 
WDTV. 


Stevenson & Scott Names 2 


Ross N. Smith has been named 
by Stevenson & Scott, Montreal, 
to take charge of the agency’s new 
radio and television department. 
Peter R. Lighthall has been ap- 
pointed to take over Mr. Smith's 
former duties as production man- 
ager. 


Schedules Ad Art Exhibit 


The Art Directors Club of Los 
Angeles will hold its 6th annual 
exhibition of West Coast advertis- 
ing art Feb. 20-March 6 in galler- 
ies at 2405 W. 8th St. Approxi- 
mately 175 drawings, photographs, 
layouts and design units, chosen 
from more than 1,500 entries, will 
be exhibited. Awards will be an- 
nounced in 11 classifications. 


Hearst Appoints Cormier 

William E. Cormier, in the re- 
search and marketing department 
of the Chicago Herald-American, 
has joined Hearst Advertising 
Service as a member of the Chi- 
cago sales staff. He has been as- 
signed to the travel and resort 
division. 


@ 43,000 BUY IT... 


@ 133,000 READ IT... 
@ 87% INFLUENCE PURCHASES... 


YOU CAN'T COVER 
me CHURCH MARKET 


— WITHOUT ie: 
Christian 


434A SO. WABASH «+ CHICAGO 5, ILL. 


Life 


Unless War Comes, Industrial Advertising 
Volume Will Hold Up, Five Admen Predict 


New York, Jan. 8—Five adver- 
tising veterans, speaking at the 
annual “Old Home Week” meeting 
of the Industrial Advertising Assn. 
of New York today, predicted con- 
tinued long-range expansion of 
industry and, barring all-out war, 
a larger volume of industrial ad- 
vertising in 1951. 

The speakers included Philip 
Kobbe, first president of the Tech- 
nical Publicity Assn., predecessor 
of IAA; George O. Hays, president 
of Penton Publishing Co.; Ray- 
mond E. Lovekin, president of R. 
E. Lovekin Corp.; Edgar Kobak, 
business consultant; and S. T. Hen- 
ry, Washington consultant of Mc- 
Graw-Hill Publishing Co. 

Mr. Kobbe reminisced about 
Technical Publicity Assn., which 
was founded in 1904, and told a 
number of anecdotes about com- 
petitive conditions and advertis- 
ing practices during the early years 
of the century. 


“Through the efforts of this as- 
sociation, business paper publish- 
ers were induced to adopt uniform 
rate cards and, eventually, to give 
their circulation figures,” Mr. 
Kobbe said. 


e Mr. Hays predicted that 1951 
will be the best year to date in in- 
dustrial publishing. He said that 
we are entering a difficult period, 
and that industry will have to do 
the job of increasing production 
the hard way. 

Business and industrial papers, 
he said, are vital lines of commun- 
ication in the modern economy and 
have to be kept open if military 
and civilian requirements are to 
be met. Without the industrial 
press, he said, industry’s job of 
increasing production would be 
made infinitely more difficult. 

Mr. Lovekin declared that the 
new defense economy we are en- 
tering will require more intelli- 


THE SACRAMENTO BEE 
LN B\ wart 


~“ 


Wf 
! 


«> Feito, ome aiege 


1, 
like California without the 


Bees. 


did, 


something missing... 


® Don't take your eye off inland Cali- 
fornia — the Billion Dollar Valley of the 
That's a market independent of 
coastal California — with twice the buy- 
ing power of Boston. . . 
sales of Pittsburgh.* And it’s a market 
you do miss unless you advertise inside 
the Valley —in the strong local papers 
that inland Californians naturally prefer 


twice the retail 


Those are the three McClatchy newspa- 
pers—The Sacramento Bee, The Modesto 
Bee and The Fresno Bee. Each is the 
unquestioned favorite in its owm rich 
part of the Valley. 
9 out of 10 families in its ABC city zone 

half of all families in 
trading area. And together, they cover 
the whole 500-mile Valley as does no 
other newspaper combination. 


Each one reaches 


its ABC 


*Sales Management's 1950 Copyrighted Survey 


THE MODESTO BEE . THE FRESNO BEE 
Newspapers 


National Representatives... O'MARA & ORMSBEE, INC. 


New York © Los Angeles * Detroit * Chicago * San Francisco 


Advertising Age, January 15, 1951 


gent and extensive use of adver- 
tising. He said he does not believe 
there will be any serious restriction 
of necessary advertising either by 
government or industry during 
1951. 


@ Speaking from personal exper- 
ience, he said that, of 26 of his 
clients that have made their adver- 
tising plans for 1951, 15 have in- 
creased their advertising appro- 
priations, eight have appropriated 
the same amount as they did in °50, 
and that only three have reduced 
their advertising budgets. There is 
a greater need today for sound, 
consistently directed and properly 
placed advertising in the industrial 
field, Mr. Lovekin said, than there 
ever has been, if customers are to 
be kept informed of the various 
developments now taking place 
and impending in every branch of 
industry. 

Mr. Kobak emphasized the value 
to corporations and individuals of 
maintaining good will in times of 
stress and change. Speaking paren- 
thetically on publishers’ circula- 
tion statements, he said that ex- 
perience has shown it is the fault 
of advertisers and space buyers 
when they fail to get adequate cir- 
culation statements. 

Buyers of advertising, he in- 
sisted, should give more time and 
attention to analyzing publishers’ 
circulation breakdown figures. 


e Mr. Henry stressed that indus- 
try is entering an unprecedented 


| period of expansion to meet in- 


creasing military needs and to 
maintain civilian standards of 
living. 


“There is no reason,” he said, 
“barring all-out war, why adver- 
tising should decline. We are in 
for a long-range industrial expan- 
sion and people will have to be 
kept informed by the most effec- 


tive medium possible, which is 
modern, high-powered advertis- 
ing.” 


Names Hayden and Gillespie 

Paul V. Hayden, executive as- 
sistant in the public relations de- 
partment of the Connecticut Light 
& Power Co., Waterbury, Conn., 
has been appointed director of pub- 
lic relations. He succeeds Charles 
J. Allen, who has retired. Stuart 
P. Gillespie, research engineer, has 
been named head of the research 
department. He replaces E. J. Am- 
berg, who has retired. 


Joyce Promotes Jennison 

Mrs. Lillian Jennison has been 
appointed head of the advertising 
department of Joyce Inc., Pasa- 
dena, Cal., in addition to her recent 
promotion as director of public re- 
lations and publicity. Stanley Tal- 
bott, who for the past year has 
been vice-president in charge of 
advertising, has resigned. 


Appoints Louttit Agency 

Anson Inc., Providence, R. L, 
manufacturer of men’s jewelry, 
has appointed T. Robley Louttit 
Inc., Providence, as its agency. 
Magazines, trade publications, co- 
operative radio and point of sale 
materials will be used. 


a ee 
snow 

A.B.C. 
America's Best Consumer garden magazine 
America’s Bizcest Circulating garden 
magazine is now a member of the 


Aacit Baress of Grecutstion 


SBFLOWER GROWER 


Circulation: Total net paid 
1950 average) 232,919. 


first six months 
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... now available in all TV markets! 


TOP-FLIGHT HOLLYWOOD TALENT 
FOR LOCAL TV BUDGETS! 


SNADER TELEscriptions bring you Hollywood's brightest 


CLARK DENNIS 


‘I Only Have Eyes For You”... As Performed 
by Peggy Lee and Dave Barbour on SNADER TELEscriptions 


SNADER TELEscriptions 


are available for daily or weekly show- 
ings over 13, 26, 39 and 52 week periods 
HOW MANY AVAILABLE A pproxi- 
mately 100 TELEseripltions are now 
available... and new numbers are be- 
ing added at the rate of ten each week. 
HOW ARE THEY PROGRAMMED 


Station or sponsor may build his own 


stars in glorious song and dance. Now you can invite 
sensational entertainers like Peggy Lee, The King Cole Trio 


and dozens of others to make guest appearances on your own 
WHAT THEY ARE Top-quality 
motion pictures of well-known singing, 
danci ing and music al novelty acts... 
filmed in Hollywood expressly for iele- 


local television shows ... on your own local TV station .. . 


all via SNADER TELEscriptions! 


CHICAGO—59 EAST VAN BUREN 


AGENCIES, 


rision. Each act is complete in itself 
and runs for approximately 3!4 min- 
utes. Opening and close of each act is 
designed for easy integration into any 
length program, in combination with 
live announcer or master of ceremonies 

.and smooth interlacing of live or 
filmed commercials. 


HOW THEY ARE USED In pre ‘paring 
programs, each TELEseription is used 
as though it were an individual “live” 

act. They may be programmed in 
either 5-minute, quarter-hour, half- 
hour, or one-hour program series. They 


} Snader Telescrip 


REUBEN R. KAUFMAN, President 
NEW YORK—229 WEST 42ND STREET 


WE. 9.5466) 


program format or use any of a series of 
»rogram format scripts specially prepared 
= use with SN \DER TELEseriptions, 
including: 

HOLLY W OOD SPOTLIGHT REVUE 
TAKE ANOTHER LOOK 
BEHIND THE FOOTLIGHTS 
INTERMISSION TIME 

THE MUSIC ALBUM 

GUEST BOOK 

PARTY TIME 

HOLLYWOOD DIARY 


. and other great new program 


formats being added regularly ! 


DOZENS OF 


MORE 


Patricia Morison 

Gale Storm 

Toni Arden 

June Christy 

The Pagans 

Cab Calloway & Orch. 


Charlie Barnet & Orch. 
Lionel Hampton & Orch. 


Count Basie & Orch 
Miguelito Valdez 
Martha Davis 

The Starlighters 
Carlos Molinas 
Mitchell Choirboys 


ions Sales 


INC. 


BEVERLY HILLS—177 SOUTH BEVERLY DRIVE 


STATIONS, SPONSORS: “""™ 


BIG-NAME STARS... 
BEING ADDED EVERY WEEK! 


The Harmonicats 


Marina Koshetz 

Peggy Lee 

Mel Torme 

Tex Ritter 

Carl Ravazza 

Arthur Lee Simpkins 

Diana Lynn 

Wesley Tuttle & 
The Westerners 

Guadalajara Trio 

Red Ingle & His 


Natural Seven 


PHILADELPHIA . 


Page Cavanaugh Trio 
Cass County Boys Nat 


King” Cole 


Herb Jeffries 

Clark Dennis 

The Pied Pipers 

Merle Travis 

Frank Yankovic & 
Polka Band 

Red Nichols & His 
5 Penmies 

The Shylarks 

and numerous 

dancing stars 

and groups 


offered exclusively over WFIL-T\ 


WASHINGTON ... 


offered exclusively over WNBW 


CHICAGO... 


offered erclusively over WGN-TV 


MINNEAPOLIS... 


offered exclusively over WTCN-TI 
Watch for the announcement of other leading 
TV stations offering SNADER TELEscriptions! 


WIRE OR PHONE OUR C 


FOR COMPLETE DETAI 
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Proven production economy — detailed quality 

control — superior craftsmanship ... these and many 
other features keynote the distinctive all - in - one service 
popularly known as “Lithography by Stecher - Traung.” 
Practically every step in the production of your 

full color promotion material can be handled — 


efficiently, speedily, and economically — by 


GERMAN SHEPHERD 
Color Photo by Yilo 
from Rapho Guillumette 


| 


hey CZ, My by STECHER - TRAUNG 


| 


SPECIALISTS IN FULL COLOR 


Consumer Folders 


Stecher - Traung. Consider the advertising insert you Booklets Catalogs 


now read. In our own plant, we coated the paper — 


Circulars Broadsides 


Labels Box Wraps 


ground the inks — set the type on film — made the Streamers Displays 


engravings and press plates — and lithographed hundreds 


Posters Folding Boxes 


Merchandise Cards 


of thousands of copies, all colors at one time! We Sond Puctets 


Specialty Envelopes 


suggest you write, phone or wire today for the vital Full Color Letterheads 


story on how you, too, can get unmatched service from 


Stecher - Traung, and save money at the same time! 


Send for our new book 
“How To Save Money On 
FULL COLOR Lithography” 
—a helpful guide in pre- 
paring sales and adver- 
tising material. Write on 
compony letterhead for 
your free copy. 


Greeting Cards 


STECHER-TRAUNG 


LITHOGRAPH CORPORATION 
Plants at 
Rochester 7, New York e@ San Francisco 11, California 


Offices: Baltimore + Boston * Chicago * Columbus + Harlingen 
Los Angeles * Macon + New York * Oakland + Philadelphia + Portland 
Rochester * Sacramento « San Francisco + St. Louis « Seattle 


Special New York Sales Associates — Rode & Brand 
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Free-Paid Controversy Good for Business 
Press, ABP President Tells Publishers 


Cuicaco, Jan. 9—The internecine 
business paper about the 
relative merits of paid and con- 
trolled circulation has undoubtedly 
contributed to some disunity with- 
in the field, but the value of bring- 
ing the discussion of circulation 
out in the open, and the general 
upgrading of circulation practices 


debate 


SCREEN PROCESSED, 25 to 300... 
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has more than compensated for 
this “disunity,” William K. Beard, 
president, Associated Business 
Publications, declared here yester- 
day. 

His discussion was especially 
noteworthy because it was voiced 
before the Chicago Business Pa- 
pers Assn., which includes both 
paid and controlled publications, 
including some which resigned 
from the ABP when the paid-con- 
trolled controversy came to a head. 

Mr. Beard asserted that the cir- 
culation controversy is “not an all- 
black or an all-white issue—there 
are honest and sincere men on both 

‘sides. But refusing to discuss the 


merits or demerits of paid or con- 
trolled circulation under a guise 
of maintaining unity merely pro- 
tects the low-grade publisher who 
wants to hide something. What- 
ever we have lost in disunity we 
have gained by showing up the 
poor publications, and by generally 
upgrading the paper 
field.” 


business 


@ The emotionalism which unfor- 
tunately obscured the real issues 
has largely been overcome, Mr. 
Beard contended, and business pa- 
pers of both groups are now assess- 
ing the situation in a more friendly, 
understanding fashion. The big 
thing to remember, he said, is that 
“low standards can do us all a 
lot more harm than any temporary 
disunity.” 


The ABP has also not let the cir- 
culation discussion keep it from 
doing an over-all job for the husi- 
ness press, as represented by the 
annual advertising copy competi- 
tion and the Continuing Study of 
Business Paper Reading, he said. 

In addition to his impression 
that the circulation argument has 
performed a useful service for all 
good business papers—paid or con- 
trolled—Mr. Beard said that his 
other major impressions after a 
year as executive head of the ABP 
are: 


sl. The impact of mobilization 
will force business papers once 
again to meet a host of shortage 
problems, but will at the same 
time again demonstrate their im- 
portance and their value. The need 


cool iF OVERLOOK 


NEKRTARVAKCT. V 
O 


Of course you want to look your best — especially in a product- 
hungry section of the country with one of the nation’s richest 
farm incomes. Don’t overlook North Dakota. Out here, we rank 
second in the nation with a 301%** increase in retail sales for the 
past ten years. And only the NORTH DAKOTA DAILIES — 


read in nine out of every ten farm and city homes — give you 


the impact it takes to 


* From November LO, 1950 issue of Sales Management 


“crack” this important market. 


yew 
imate 


DAILIES= 


VALLEY city TIMES-RECORD 
BISMARCK TRIBUNE 
DEvits LAKE JOURNAL 
THE FARGO FORUM 
GRAND FORKS HERALD 
JAMESTOWN SUN 
MANDAN DAILY PIONEER 
MINOT Dany NEws 


Mane 


Advertising Age, January 15, 1951 


tor business papers is greater dur- 
ing such times than ever, he said, 
and the met 
its obligations by doing a bette: 
job with its advertising as well a 
its editorial pages—it must see that 
its advertising pages are proper|) 
used to help answer the immediat< 
problems of readers 

2. The competition which busi- 
ness papers meet from general me- 
dia must be met with a perspective 
which is “somewhere between 
smugness and hysteria.” Such com- 
petition is no new problem, he 
pointed out, but in spite of it busi- 
ness papers have forged ahead sub 
stantially, and will continue to do 
so if they do an intelligent 
of serving thei 
advertisers 


busine press must 


job 


readers and their 


Graphic Arts Group Elects 
Charles Belding, of Abbott, 
Kerns & Bell, has been elected 
president of the newly tormed 
Graphic Arts Sales Club of Port- 


land, Ore. Other officers are: Ro- 


bert J. Rickett of Agency Litho- 
graph Co., vice-president, and 
Fritz Espeseth of Irwin-Hodson 


Co., secretary-treasurer 


Wheeler Appoints Robotham 
Edward W. Robotham & Co., 
Hartford, Conn., has been named 
to handle the advertising of Whee- 
ler Insulated Wire Co., Waterbury, 


Conn., manufacturer ol magnet 
wire, coils, transformers, and the 
Wheeler voice powered telephone 
Business papers and Girect mail 
will be used 


Metcalfe Named Copy Director 

srice Metcalfe has been appoint- 
ed copy director of Straucher & 
McKim Advertising Agency, Cin- 
cinnati. He had been with Foote, 
Cone & Belding, Chicago, and with 
General Electric Suppiy Corp, 
New York, where he « adver- 
Using manager. 


Starts Modernization Program 
Crown Willamette Paper Co.'s 
mill in West Linn, Ore., has started 
a modernization program that will 
cost in excess of $1,000,000. It in- 
volves, among other phases, a new 


pulp bleaching plant, the use of 
which will result in better color 
and grades of coated magazine- 


type paper 


Names Doyle & Hawley 

Doyle & Hawley, newspaper 
representative, has been named 
to represent the Ohio State Jour- 
nal, Columbus, on the Pacific 
Coast, effective Jan. 15 


THERE'S CONCENTRATED 

BUYING POWER IN 

WINSTON-SALEM 
LOOK AT THE EVIDENCE 


1950 
POSTAL RECEIPTS 


Over 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 
MORNING SUNDAY EVENING 
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Advertisement No, 2 


f 


—that again tell their own stories 


ae went TS 


From an advertiser 


of 


ra . . U.S. NEWS & WORLD REPORT has produced substantial 


ii Ladue’ evidence of proven pulling power and with one other 
pevelonnns magazine constitutes the basic magazine list to reach 


the management audience, . ad 


From another advertiser 


of 


ie . . . U.S, NEWS & WORLD REPORT is producing inquiries 


“Industrial 
Development at the lowest cost of any of the five magazines we are using 
| 2° 


if ee in our current campaign... 
= a 
. iG : _ 


From a leading 


ee 
+. « « U.S. NEWS & WORLD REPORT has been a top pro- 


ducer as far as important inquiries are concerned . . . 


And that’s not all by a long shot. . . If you are interested in seeing more, just drop us a line 
on your company stationery and one of our representatives will take care of your request. 


WASHINGTON 
Circulation guarantee 350,000 —t«* 


U. S. News ¢ & World Report . 


* USEFUL NEWS FOR IMPORTANT PEOPLE x 
Read for a purpose—by more than 1,200,000 intelligent men and women in SSQ400 homes 


“400,006 
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Can Cut Seller's — 
Price to Rival’s: 
SupremeCourt 


Reverses Lower Court 
Stand in Detroit 
Oil Jobbers’ Case 


WASHINGTON, Jan. 9-—In an im- 
portant interpretation of the Rob- 
inson-Patman anti-price discrim- 
ination act, the Supreme Court 
ruled yesterday that sellers have 
an absolute right to cut their price 
to match bona fide quotations of 
competitors. 

The court's decision upsets a 
Federal! Trade Commission order 
which prevented Standard Oil of 
Indiana from selling gasoline to 
three Detroit “jobbers” at a price 
l's¢ per gallon below the price 
charged Standard’s filling station 
customers 

In issuing its order, subsequently | 
sustained by the court of appeals, | 
FTC found that the discount en- 
abled the jobbers and their filling | 
station customers to sell gas at a| 
price below Standard’s other cus- 
tomers. 

Because of the injury to smaller | 
stations, FTC said Standard had | 
Po right to grant the discount. 


, With the court split 5-3, Justice 
arold Burton, for the majority, 
Wrote, “Congress did not seek by 
fhe Robinson-Patman Act either 
to abolish competition or so radi- 
lly to curtail it that a seller 
ould have no substantial right 
self defense against a price raid 
ly a competitor.” 
’ He visualized situations where 
the loss of an important customer 
Would result in higher unit costs 
f& others. “There is nothing to 
ow a congressional purpose to 
gompel the seller to choose only 
Between ruinously cutting its prices 
@ all its customers to match the 
ice offered to one, or refusing to 
- the competition, and then 
fuinously raising its prices to re- 
Maining customers to cover in- 
@eased unit costs.” 
'For the chief justice, Justice | 
Hugo Black, and himself, Justice 
Stanley Reed charged, in dissent, 
that the majority's reasoning leaves 


Louisville, Ky.. 
: JOE EATON, MGR. 
Represented Nationally by 


JOHN BLAIR & CQ. 


| retailers,” 
| ““for the seller could give to the 
| large retailer a price lower than 


the price discrimination laws 
where they were before the Rob- 
inson-Patman Act was adopted, 
and plays squarely into the hands 
of the big chains. 


s “Adoption of Standard Oil's po- 
sition would permit a seller of na- 
tionally distributed goods to dis- 
criminate in favor of large chain 
Justice Reed warned, 


that charged to small retailers, and 
could then completely justify its 
discrimination by showing that the 
large retailer had first obtained the 
same low price from a local low- 
cost producer of competitive 
goods.” 

Justice Reed insisted, “Unless 
the effect is given the Robinson- 


Patman amendment contended for 
by FTC there is little done to over- 
come the difficulties arising from 
the competition clause of the Clay- 
ton Act. 

“The seller may still, under the 
court’s interpretation, discriminate 
in the sales of goods of like quan- 
tity and quality between buyers 
on opposite corners, so long as one 
gets a lower delivered price offer 
from another seller, no matter 
where located.” 


s But Justice Burton, in his major- 
ity opinion, said, “It must have 
been obvious to Congress that any 
price reduction at the dealer's level 
may always affect competition at 
that dealer’s level as well as at the 
dealer’s resale level, whether or 
not the reduction to the dealer is 


| discriminatory. 

. We may therefore conclude 
that ‘Congress meant to permit the 
natural consequences to follow the 
seller's action in meeting in good 
faith a lawful and equally low 
price of its competitors.” 

The case goes back to FTC. Un- 
less FTC finds that Standard was 
not in fact meeting a bona fide of- 
fer. the commission will probably 
be forced to drop the case. 


Revises Bleed Charge 


Quick, New York, has announced 
that, effective immediately, four- 
color advertisers who use bleed 
pages, spreads or covers will not 
be charged a bleed premium. A 
10% premium will continue to be 
charged on two-color and b&w 
bleed pages. 
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Gets Flower Show Account 

Henry Klein, Philadelphia, has 
been named to handle the adver- 
tising and publicity of the Phila- 
delphia Flower Show, which will 
be held the week of March 5 in the 
Commercial Museum. Newspa- 
pers, transportation vehicle cards, 
posters and direct mail will be 
used. The 1951 show will be the 
fourth in which Mr. Klein has 
served in this capacity. 


Branham Names Two V. P.s 

Branham Co., Chicago newspa- 
per representative, has named L. 
S. Greenberg, formerly secretary- 
treasurer, as vice-president and 
treasurer. H. L. Ralls, manager of 
the company’s Atlania office, also 
has been named vice-president. 
Zora Harris, assistant to Mr. 
Greenberg, has been named secre- 
| tary. 


minnow ...if you measure by space cost. Maybe a minnow .. . if you count 


How big is the business press? It depends upon your yardstick. Maybe a 


circulation in millions. But measured by the markets it covers, end to end, 


top to bottom, the business press is a whale! It’s a whale in size 
--.and weight ... and influence. And it does a whale of a job. 


I. the year just past, advertisers spent close to a 
quarter of a billion dollars in the business press. 
They put some 800,000 pages to work... to do 
two tremendous jobs: To sell mountains of goods 
and services to business and industry. And to sell 
consumer merchandise to retailers . . . and help 
them move it across the counter. 

That was before the national emergency. 

In 1951 the job to be done is bigger than ever, 
and by any sound yardstick the business press has 
the power and the reach to do the job. This is a 
good time to measure how much of your load it 
should carry. 

Maybe you're still untouched by cutbacks and 
scarcities . . . producing at high speed . . . reaching 
for record sales. Then . . . 

You'll need to sell, to the men who influence 

buying at every point in industry . . . to manage- 


ment, engineers, designers, production men. . . 
everyone who specifies or uses your product. Or 
to the dealers and distributors who must buy more 
and sell more and push your product harder. Or 
to the whole army of new men now being shifted 
into policy positions. 


If sales are your problem, you'll need the business 
press to do a big job—do it fast—do it continuously. 


Or maybe allocations, shortages or war production 
are re-shuffling your plans. If so... 


Are you developing substitutes? Then you'll need 
to tell their story quickly to the men who specify, 
buy and sell. 


Are you allocating what you CAN make? Then 
you'll need to keep your product sold, your com- 
pany known, your policies clear. And you'll want 
to keep your distribution set-up solid. 
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Kennecott Appoints Sheldon 

Alan F. Sheldon, formerly sales 
promotion manager of Chase Brass 
& Copper Co., Waterbury, Conn., 
has been named president of Ken- 
necott Wire & Cable Co., Phillips- 
dale, R. I., succeeding Robert L. 
Coe, who is retiring. 


NBC Appoints Mercer 

Donald J. Mercer, formerly man- 
ager of recorded program services 
for RCA Victor, has been named 
radio station relations contact rep- 
resentative for National Broad- 
casting Co., New York. 


Ironees Names Roberts 

Wil Roberts Advertising, Phil- 
adelphia, has been retained to han- 
dle advertising of Ironees Co., 
Philadelphia, manufacturer of 
ironing board coverings. 


|MBS Grosses $16,102,797 in 1950; Quaker 


Its Top Client: CBS, NBC Data Estimated 


New York, Jan. 10—Mutual | 
Broadcasting System reports gross 
billings estimated at $16,102,797 
for 1950, compared with $18,071,- 
695 in 1949. 

Although there was a decline in 
total income, the network expects 
the 1950 net to be about the same 
as the figure for the preceding 
year. This optimistic view is due 
to: 

1. The large number of political 
and other one-time broadcasts, 
which don't qualify for big dis- 
counts. 

2. An increase in the number of 
new advertisers who bought tailor- 
made networks, with a resultant 


saving to Mutual on discounts. 

3. A brief World Series made up 
of four short games. Unlike pre- 
ceding years, the network in 1950 
had little worry about paying re- 
bates to regular advertisers whose 
time was preempted by the sports 
event. 


@ Quaker Oats Co. replaced Miles 
Laboratories, this year’s runner-up, 
as top sponsor on the network. 
MBS’ top ten advertisers in 
1950, with estimated billings: 


1. Quaker Oats Co $1,365,937 
2. Miles Laboratories 1,350,584 
3. American Federation of 

Labor 1,346,774 


- 


Johns-Manville Corp 


847 563 
788.734 


5. Ronson Art Metal Works 
6. Ralston-Purina Co 


7. U.S. Tobaceo Co 642.052 
8 Cudahy Packing Co 618,488 
9. General Foods 607,091 


10, National Biscuit Co 566.005 


Top ten agencies: 


1. J. Walter Thompson Co 
2. Sherman & Marquette 


$1,556,361 
1,365,937 


3. Furman, Feiner & Co 1,356,482 
4. Wade Advertising Agency 1,350,584 
5. Grey Advertising Agency 847 563 
6. Young & Rubicam 793,368 
7. Kudner Agency 642.052 
8 Grant Advertising 618,488 
9. O'Neil, Larsen & McMahon 588,156 
10. McCann-Erickson 566,005 | 
Top spenders on Mutual by prod- 
uct categories: 
Food and food beverages $4,194,196 
Drugs and toilet goods 3,328,349 
Religious groups 1,463,680 
Labor and politics 1,442,317 | 
Building materials 1,249,739 | 


1,238,573; @ The leading clients (AM and} 


Are you switching heavily to defense production? 
Then you'll need to keep contact with all the men who 
buy, sell or use your product. You'll need an active 
program to service your customers, help them solve 
their problems, make your products last. You'll have 
to hold your dealer franchises, keep your name alive, 
stretch your past investment into the future, for a 
swift recovery without a costly battle to get back 


your position in the market. 


To meet these mounting needs of 1951, you'll find the business 
press has the reach to cover your market—the influence to 
carry great weight with your customers. 

Particularly the ABP publications that serve each 

field so well they're bought and paid for by the men who 

read them. On a minnow-sized budget, they can do a whale- 
sized job. Or a whale of a lot of different jobs—all vital. 


——__ 


habits of readers. 


THE ASSOCIATED BUSINESS PUBLICATIONS 


P 


Founded in 1916 


205 East 42nd Street, New York 17, N.Y. * MUrray Hill 6-4980 


Who reads business papers? 


There are important answers in 
the new surveys added to the ABP- 
sponsored Continuing Study of 
Business Papers, conducted by the 
Advertising Research Foundation. 
They measure the weight that 
business papers carry ...check up 
on editorial and advertising 
readership . . . find out the buying 


Ask ABP how to obtain copies. 


The group of ABC-audited business publications — working cooperatively to improve further the service 


a4 


of business papers to their readers ...and to help advertisers use the business press more effectively. 


TV) on American Broadcasting 
Co. were listed last week (AA, 
Jan. 8). Columbia Broadcasting 
System and National Broadcasting 
Co. do not make this information 
available for publication. 

Compiled from an _ unofficial 
source, these are the estimated bill- 
ings for the top ten agencies (AM) 
on CBS: 


1. Dancer-Fitzgerald-Sample $6 .627 000 
2. Batten, Barton, Durstine & 
Osborn 4,430 090 
3. Compton Advertising 4,148,000 
4. Benton & Bowles 3,951,300 
5. Cunningham & Walsh 3,888 400 
6. Foote, Cone & Belding 3.725.400 
7. Young & Rubicam 3.498.000 
& Biow Co 2,983,000 
9%. Ruthrauff & Ryan 2,904,000 
10. McCann-Erickson 2,647,500 
Estimated unofficial billings for 
the top ten agencies on NBC (ra- 
dio): 
1. BBDO $6 698.000 
2. D-F-S 5,231,000 
3. Wade Advertising 3,611,000 
| 4 Benton & Bowles 3.265.000 
5. Young & Rubicam 3,113,400 
6. Biow Co 2.860.500 
7. Duane Jones Co 2,308,300 
8. Ward Wheelock Co 2,280,000 
9. Compton Advertising 2,058 400 
10. John F. Murray Advertising 
Agency 1,891,700 


Joseph Vaughan Promoted 

Joseph W. Vaughan, formerly 
treasurer, has been named vice- 
president and general manager of 
Jacqueline Cochran Inc. and Par- 
fums Charbert Inc., New York. 
Jean Leguay, sales manager for 
Parfums Charbert, has been named 
general sales manager of the Coch- 
ran company. 


‘Democrat’ Raises Price 

Foster's Daily Democrat, Do 
N. H., has increased its price f 
3¢ to 5¢ per copy. The paper 
been 3¢ for more than 35 years. 


|WEBR Appoints Two V. P.s 


Cy King, general manager, 


David F. Leopold, announcer, have 
vice-presidents jof 


been named 
| WEBR Inc., Buffalo. 


fon — 


) The rich QUAD-CITY market 
(Davenport, lowa, Rock Island, 
Moline and East Moline, Illi- 
nois) will give you stepped up 
sales! 1950 Sales Management 
of Buying Power figures reveal 
total retail sales of $235,537,000 
. . « and remember Davenport 
has an average effective buying 
income per family of $6,123! 


PUNCTUATE YOUR SALES 
IN THIS 


RICH QUAD-CITY MARKET 
BY USING 


Fle Davenpot 
Aesop? 

The Only Newspapers with Home- 

Delivered Circulation on both the 


lowa and Illinois sides of the import- 
ant Quad-City market. 


ltl ~— ewe eS es a 


THE DEMOCRAT & LEADER ' 
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DAILY TIMES © vs 


\ Jann & Kelley. 
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Ohio Publisher Is Winner 
in Get-Out-Vote Contest 


Ernst L. Henes, publisher of the 
Enterprise, Wellington, O., has 
been presented the American Press 
plaque for outstanding achieve- 
ment in getting out the vote in the 
1950 elections. The presentation 
was made by Senator Robert A. 
Taft of Ohio during a luncheon in 
Washington. Mr. Henes won the 
first of ten prizes offered to weekly 
newspapers in a get-out-the-vote 
contest sponsored by American 
Press, 69-year-old publication for 
country and suburban newspaper 


editors and publishers. 

Mr. Henes also received a check 
for $100 offered as a prize by 
Revere Copper & Brass Inc., New 
York, and a Rickenbacker trophy 
awarded by Eastern Airlines. 


WFAA, WFAA-TV Name 3 


Ralph W. Nimmons, assistant 
manager of the Dallas Morning 
News Stations WFAA and WFAA- 
TV, has been named station man- 
ager of WFAA-TV. Alex Keese, 
regional sales manager, has been 
named to succeed Mr. Nimmons. 
George K. Utley, in the stations’ 


sales department, has been named 
head of national radio sales. Mr. 
Nimmons will handle national TV 
sales. 


Mrs. Allen Slated to Replace 
Mrs. Daly at Wellington 

Mrs. H. W. Allen, formerly with 
Flair and Roy S. Durstine Inc., 
is slated to replace Mrs. Ruth 
Hertzler Daly, in charge of fashion | 
promotion, consumer service and 
publicity for Wellington Sears Co., | 
New York. On Jan. 31, Mrs. Daly 
will retire to private life for an | 
indefinite period. 


Honeywell Appoints Wash 

Allan J. Wash, formerly assist- 
ant director of public relations of 
Northwest Airlines, has been made 
editor of “Circulator,” magazine 
for employes of Minneapolis-Hon- 
eywell Regulator Co., Minneapolis. 
He succeeds Earl Kirmser, who has 
been recalled to active duty in the 
Navy. 


| Names Robert P. Miller 
Wilmington Hosiery Mills Inc., 
Wilmington, Del., has promoted 
Robert P. Miller from sales pro- 
motion manager to sales manager 


= 
ras 


ADVERT ¢> 


TLANTA, GA. 
iggins- McArthur Company 
ALTIMORE, MD. 
he Maran Printing Co. 
OSTON, MASS. 
he Berkeley Press 
. G. McMennamin 
wis N.Y. 
a Edw. Sahlin Typographic 
Service 
HICAGO, ILL. 
M. Bundscho, Inc. 
he Faithorn Corp. 
ayes-Lochner, Inc. 
unkle-Thompson-Kovats, Inc. 
ederic Ryder Company 


CINNATI, O. 
c¢ J. W. Ford Company 


LEVELAND, O. 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skeily Typesetting Co., Inc. 
COLUMBUS, O. 
Yaeger Typesetting Co., Inc 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O 
Dayton — Service 
DENVER, COLO. 
The A. a Hirschfeld Press 
DETROIT, MICH. 
The Thomas, P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 
INDIANAPOLIS, IND. 
The Typographic Service Co., Inc 
KALAMAZOO, MICH. 

laire J. Mahoney 
LOS ANGELES, CAL. 
Morneau Typographers 
LOUISVILLE, KY. 
The J. W. Ford Company 
MILWAUKEE, WIS. 
Arrow Press 
George F. Wamser, Typographer 
MINNEAPOLIS, MINN. 
Duragraph, Inc. 


Advertising Typographers Association of America, 


Executive Offices: 


' 
: 
; 
/ 
= Typographers Association of America. Inc. 


Applied “ 
/ Chronometry 


A straight line is the shortest distance between two points. 
...ATA service is the shortest time between the start of a 
typesetting job and its completion. But don't get the idea 
that ATA compositors rush madly about the shop like the 
Ry cops in an old Keystone comedy. 


NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service 
Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 
Associated Typographers, Inc. 
Auas Typographic Service, Inc. 
Central Zone Press, Inc. 
The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Crattsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 
moore Ad Service 
King Typographic Service Corp. 
Lino-Craft Typographers 
Master Typo Company 
Morrell & McDermott, Inc. 
Chris F. Olsen, Inc. 
Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson 
Typography, Inc. 
Kurt H. Volk, Inc. 
NEWARK, N. J. 
Barton Press 
William Patrick Co., Inc. 
PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
John C. Meyer & Son 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 
Paul O. Giesey 
ST. LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, Inc. 
SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 
SEATTLE, WASH. 
Martin & Pectitt, Inc. 
Frank McCaffrey's Acme Press 
attle 


way. 


"i 


The secret of ATA speed lies in organizing the work. In 


plants of Advertising Typographers Association members, 
experts first determine exactly how a job should look. The 
size and kind of type, spacing and the other details of fine 
printing are carefully studied so that every step is under- 
stood. From that point on, it is a matter of putting the ad 
together, and to master craftsmen this usually doesn't take 
long. 


The studied approach means that costly resetting, revi- 


sion and readjusting which waste time are eliminated. The 
job is done right the first time because it was planned that 
In this respect, ATA service differs from that of ordi- 
nary typographers. 


Then too, ATA members are thoroughly familiar with ad- 


vertising practices and problems. You don't have to spell 
things out for an ATA member. That also saves time, and to 
coin a phrase, time means money in type composition. 


Know the satisfaction that comes with ATA service. You 


plete treatise and comprehensive text book on these subjects. 


“Typography that sets up an ideal” 


461 EIGHTH AVENUE, NEW YORK CITY * 


have no worries over deadlines, you know costs will be 
held as low as possible, and you can be sure that the job 
will be all right in every particular. Reach for the tele- 
phone right now. 


Send today for the ATA Hand Book 


The Advertising Typographers Association of America have issued a 
case bound book, 72 pages and cover, 82 x 11, covering The Mechanics 
of Typography—Layouts— Photo Engraving—Electrotyping—a com- 


Send 


$2.50 to Albert Abrahams, Secretary, Advertising Typographers Asso- 
ciation of America, Inc., 461 Eighth Avenue, New York City, for your copy. 


Inc. 


ALBERT ABRAHAMS, Executive Secretary 
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‘Top Detense Brass 


to Confer with 
Business Editors 


WASHINGTON, Jan. 11— A host of 
top government defense officials 
will provide off-the-record back- 
ground data to members of the 
National Conference of Business 
Paper Editors at a two-day ses- 
sion at the Statler Hotel here Jan. 
17-18. 

Starting with breakfast at 8:30 
on Jan. 17, and running through 
dinner on Jan. 18, the group will 
discuss phases of the defense situ- 
ation in informal sessions with 
such officials as Cyrus Ching, 
chairman, Wage Stabilization 
Board; Robert C. Goodwin, direc- 
tor, Office of Defense Manpower; 
Millard F. Caldwell Jr., Director 
of Civil Defense; and Gen. William 
H. Harrison, director, Defense Pro- 
duction Administration. 

Others who will confer with the 
editors include Senator Robert A. 
Taft; John D. Small, chairman, 
National Munitions Board; Michael 
V. Di Salle, Director of Price Sta- 
bilization; Leon H. Keyserling, 
chairman, Council of Economic 
Advisers; Thomas K. Finletter, 
Secretary of the Air Force; W. J. 
McNeil, Assistant Secretary of De- 
fense; and Senator Harry F. Byrd. 

Reservations, including hotel ar- 
rangements, are being made 
through the office of the Asso- 
ciated Business Publications, 205 
E. 42nd St., New York 17. 


Publisher Transfers Waldo 
Allan S. Waldo, advertising di- 
rector of Army Times Publishing 
Co., has been transferred from 
New York to the home office in 
Washington, where he will con- 
tinue as advertising director and 
assist with management. Carl D. 
Rabsey, on the New York staff, 
has been made eastern advertis- 
ing manager of Army Times and 
Air Force Times, and Raymond H. 
Malone, also on the New York 
staff, has become eastern adver- 
tising manager of Family Times. 


TV Council Names Kilian 

Fred Kilian, director of televi- 
sion programming for WENR-TV 
and the American Broadcasting 
Co.’s central division, has been 
named president of the Chicago 
Television Council. He replaces I. 
E. Showerman, who recently re- 
signed from the National Broad- 
casting Co. to join Free & Peters, 
New York, as director of the tele- 
vision department. 


HOME 
BUILDING 
BOOMS! 


ST. PETERSBURG 


Second in Florida. 

For the SECOND YEAR in suc- 
cession, St. Petersburg sets 
NEW BUILDING RECORDS. 
More than $30 millions total 
building for 1950 is 23 per cent 
AHEAD OF 1949. SECOND 
HIGHEST IN FLORIDA. 


TWO THIRDS OF THIS AMOUNT 
1S NEW HOME CONSTRUCTION. 


TIMES CIRCULATION reflects 
this HEALTHY, CONSISTENT 
GROWTH. Total net paid on 
Dec. 17, 1950 was 52,293. 


This is a GAIN of 12% for 
the 12 month period and 53% 
gain since 1945. 


This is good news for adver- 
tisers in the 


ST. PETERSBURG - FLORIDA 


~ TIMES — 


I nny by 


Simpson Co. Inc. 
New a ree Chicago _ Atlanta 
Vv. J. Ob , arin Flo. 


ae 


ee A te a 


Be 1. Ca 2 ee _ or ar Rag ae Pra) ess * eee 5 fo CORRS a a Puy. Ween Gee eee _ ee Sa 
a ware pe ee co, a eee Me ee ee ee ec ae Peete See et Rae : oa ae ‘eet 
: sees Ne Rat His Ds; Be ee eRe, > reine ee) “14 ai LS no = lem 3 ace Loh CN eae ee eS a Bn eee 
- t é . 7 . . s E : i : al tag 
~ 
é 
28 eS i 
‘ 
~ 
: j 
4 
2 - 
; 
_ / 
= ery 
— } 
“3 - k ’ 
< } 
a ey | 
og : 
2 q + ; 
oe 
| ee 
a 
> ' 
4 | 
| | 
een 
‘ s | | 
a ? t i 
, 
et 
: 1 
as 
ss 
| a i 
" . ' 
: | 
& a Ts a 
; 4 
+} i 
: } 
7 4 | 
: 
ee __ | 
| | ' 
ee Pe . | 
= SS eS Po i 
| 
CS LL | 
Pe lf 
vy | 
lh | 
4 ’ — , 
ps am, ; . ~a suas : oe 
ate 7 en | {as i i ts Sas x hee: ‘ it we a - - - See ce ia 8. a a a “ae ee a B28 ee me et aS ‘ aT bar a 
ae Pad decks ae tee een ess ed my Ty SR a is, 0 nM aae et | SY ea Bt bee ' os OSE ee i RS 


| 
| 


Advertisement No. 3 


From an advertiser 
of 


Metals 


From an advertiser 
of 
_. — 


Office 
Furniture 


From an advertiser 


of a 
1 L 


Pension 
Plan 


ee 
- + + The publications most frequently mentioned in order 


of importance are: U.S. NEWS & WORLD REPORT, magazine ‘B,’ 
magazine ‘C,’ and then several others . . . In several 
cases we were complimented on our intelligent selection 


9 
of a fine medium like U.S. NEWS & WORLD REPORT: - - 


ee 
+ + + Based on quality as well as quantity of inquiries, 
U.S. NEWS & WORLD REPORT is the only magazine that will be 


99 
continued on a full 13-insertion schedule for 1951 «+ «+ «+ 


ee 
- + « Already a number of inquiries have come in from our 
ad in U.S. NEWS & WORLD REPORT, one particularly from a 
very large firm that wants to talk to us immediately . . ag 


And that’s not all by a long shot . . . If you are interested in seeing more, just drop us a line 
on your company stationery and one of our representatives will take care of your request. 


WASTIENG TON 
po Ce ae ae . - Crculation guarantee oo an 


U.S. News & World Report | 


* USEFUL NEWS FOR IMPORTANT PEOPLE * 


* 


Read for a purpose—by more than 1,200,000 intelligent men and women in 3 homes 


400,006 
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Newspaper Ad Execs 
Will Stress Better 
Selling at Meeting 


Cuicaco, Jan. 10—Better selling 
of the newspaper to general and 
retail advertisers will be stressed 
at the annual meeting of the News- 
paper Advertising Executives Assn. 
to be held here at the Edgewater 
seach Hotel, Jan. 22-24. 

Convention objectives will be 
keynoted by President George G. 
Steele of the Philadelphia Bul- 
letin, at the opening session Mon- 
day morning. Those scheduled to 
speak Monday include Dr. Roy V. 
Peel, Census Bureau director, on| 
“New Bases for Advertisers in the | 
1950 Census.” | 

Others speaking Monday morn- 
ing are: Jeff Twentyman, Metro- | 
politan Clothing Co., Dayton, on | 
“The Newspaper’s Right to the | 
Retailer's Advertising Dollar”; 
Otto Silha, promotion manager of | 
the Minneapolis Star and Tribune, 
and E. H. Burgeson, Madison | 
Newspapers promotion and re- | 
search manager, on “Profit Making | 
Sales Presentations.” | 

| 


@ Lee Ward, president of Ward- 
Griffith Co. and the American 
Assn. of Newspaper Representa-| 
tives, will present some case his-| 
tories of accomplishments _ by| 
AANR members in the national ad- | 
v@rtising field. | 
Whe Monday luncheon speaker, 
High Baillie, president of the 
URited Press, will report on his 
o@servations in Asia and Europe, 
aya joint session at which NAEA 
} have as its guests advertisers 
afid advertising agency executives. 
onday afternoon will feature 
réports by representatives of the 
n. of National Advertisers and 
th@ American Assn. of Advertising 
Agencies, together with a presenta- 
tiGm by Harold S. Barnes, director 
of} the Bureau of Advertising, 
_. on “What Happens When 
N@wspapers Don't Hit Town.” 
‘ 


i H. Kynett, president of Ait- 
ki§-Kynett Co. and of the Audit 
Bureau of Circulations, will discuss 
“Things That Concern Us Both.” 
Amo H. Johnson, vice-president of 
J. Walter Thompson Co., will tell 
why “Americans Must Learn to 
Live a Third Better,” and will be 
followed by Fairfax M. Cone, 


chairman of Foote, Cone & Belding 
and the Four A’s, discussing “Ad- 
vertising in the New Economy.” 
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MONTGOMERY | 
VOEWIS 


U. S. Census, 1950 | 
Preliminary City Population 


MONTGOMERY, ALABAMA 
Metropolitan Montgomery, 138,129 


® 353 PLUS PERCENT IN CITY SINCE 
1940 


#% 242 PLUS PERCENT INCREASE IN 
CITY AND COUNTY SINCE 1940 
FOR MORE DETAILS ON ALABAMA'S 
CAPITAL CITY AND CAPITAL MARKET ASK 
KELLY SMITH COMPANY 


THE ONLY EFFECTIVE COVERAGE OF THE 


CENTRAL AND SOUTHEAST ALABAMA MARKET 


| JOURNAL 


*. 
EVENING SUNDAY 


Speakers Tuesday will include 
Herbert Beuermann, chief of the 
newspaper division, Chet Young 
Fieldman & Associates; J. Garrett 
Noonan, advertising director of the 
Louisville Courier-Journal and 
Times; Laurence Knott, Chicago 
Sun-Times; Harold S. Barnes, and 
a luncheon speaker yet to be an- 
nounced. 

Wednesday sessions will cover 
reports on typographical improve- 
ment and color advertising and a 
report by the NAEA's research 


committee. Election of officers will 
close the meeting. 


Congoleum-Nairn Names 2 

R. F. Jones, who as assistant to 
the Ist vice-president of Congo- 
leum-Nairn Inc., Kearny, N. J., 
planned and supervised the com- 
pany’s advertising and sales pro- 
motion, has been promoted to the 
newly created post of merchandise 
manager, effective Feb. 1. Mark 
Egan, who is executive secretary of 


the Hawaii Visitors Bureau, Hono- | 


vertising and sales promotion for 
the company. 


Soap Concern Opens Contest 
White King Soap Co., Los An- 
geles, has launched a contest in 
which it will distribute 210 West- 
inghouse Laundromats valued at 
$65,000. Contest entrants are asked 
to complete, in 25 words or less, 
this sentence: “I use White King 
soap in my washing machine be- 
cause ....” The contest will con- 
tinue until Feb. 18, with 35 Laun- 


lulu, will become director of ad-! dromats being awarded each week. 
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Appoints Calkins & Holden 

Calkins & Holden, Carlock, Mc- 
Clinton & Smith, Los Angeles, has 
been retained to handle the nation- 
al advertising of Kaye-Halbert 
Inc., Culver City, Cal., television 
manufacturer. 


Two Appoint Esmond Agency 
Lawrence Esmond Advertising 
Corp., New York, has been named 
to handle the advertising of Na- 
tional Blouse Corp. and K. Wragge 
Blouses, both in New York. 


HERALD-AMERICAN 
SERVICE FEATURES 


SellMore for You! 


Service to the customer is a 
basie principle of successful 


selling —the better the service, 


the better the sales. 

Following this sound sales 
principle,the Herald-American 
has developed a dynamic sales 
force to make your advertising 
sales message more effective. 
It has created Service Features 
to match the interests of your 
customers and to thereby stim- 
ulate greater buying. 

These Service Features are 
a most important part of the 
Herald-American, where, at 
any time, on any day, readers 
can get practical buying infor- 
mation. Herald-American 
Service Features cover Food, 
Home Furnishings and 
Appliances, Fashion, Beauty, 
Travel and Transportation. 
They tell the reader “What's 
Good”, “Where To Get It” 
and “How Much It Costs”. 

As a result of this complete 
and practical information, the 
Herald-American is recognized 
as “Chicago’s Service News- 
paper” and a reliable guide to 
better buying. 

The Herald-American gives 


the Service —YOU make the - 


sales! 
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Alport & O’Rourke Moves 


Alport & O’Rourke Advertising 
Agency, Portland, Ore., has pur- 
chased a mansion at 1311 NW 21st 
Ave. for conversion into offices. 
Remodeling is under way, with the 
agency already occupying the 
building. 


Taylor Names Greg Wedell 

W. A. Taylor & Co., New York, 
subsidiary of Hiram Walker Inc., 
has elected Greg Wedell, formerly 
vice-president and genera] man- 
ager, as president. 


To Koehl, Landis & Landan 


Koehl, Landis & Landan, New 
York, has been appointed to han- 
dle the advertising of Wells Tele- 
vision Inc., operator of television 
systems in hotels and official fran- 
chise representative for RCA in 
that industry. 


Kenyon & Eckhardt Adds Two 
Joan Sack, formerly of Comp- 
ton Advertising, and John De 
Vries, free-lance writer, have 
joined the radio-TV department of 
Kenyon & Eckhardt, New York. 


Appliance, Radio 
Sales Volume Hits 
Peak in ‘50, Led by TV 


New York, Jan. 9—Electrical 
Merchandising reports that dollar 
volume in the appliance, radio and 
television industry reached an all- 
time high in the year just com- 
pleted. 

The volume—at retail level—hit 
$6,661,278,810. This was a gain of 


$2.1 billion over 1949 and $1.4 bil- 
lion over 1948, the previous peak 
year. Radio and television account- 
ed for $2,034,674,310 of the 1950 
total. 

The magazine pointed out that 
every major appliance showed siz- 
able gains over 1949 and several 
set records. Included among the 
latter: refrigerators — 6.2 million 
units compared with 4.7 million in 
1948; ranges—1.8 million compared 
with 1.6 million in 1948; and home 
freezers—890,000, compared with 


NATIONALLY 


Herald-American Fashion Editors 


make READER SERVICE 
pay off in RECORD SALES ! 


4 women, the importance 
of a newspaper goes far beyond 
the page one headlines. 
A new silhouette can create 
more excitement than the 
shape of world affairs, and a 
woman will decide which 
newspaper serves her best by 
how well it covers the world 
of her own interests. 


Top coverage of fashion 
news is a service women expect 
from their newspaper and it 
is one of the prime reasons 
why the Herald-American 
exerts such a powerful influ- 
active 
women in the Chicago area. 


ence among young, 


Joyee Fenley, the Herald- 
American’s fashion editor, 
covers Fashion as News...and 
the most important news is 
the local news. She tells what's 
good, where to get it and how 
much it costs. And Chicago 
women rely on Joyce Fenley’s 
fashion knowledge. 

Joyce Fenley’s recent story 
of a new nylon blouse brought 
250 women into Wieboldt’s 
Department Stores . . . they 
brought clippings of her 


At Your 
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REPRESENTED 


| New Blouse Fabric 


© NEWEST WONDER FABRIC im the blouse family 
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Newest Nylon ‘ans 
Look Just Like Linen 


8) JOUCE FENLEY 
PRARENTLY THERE 15 no bemit te he says to Oh 
nylon can te made to look bike other fabrics and still re 


RIMLY TAILURED it comm 
in ten styles of collars the 
Pes 


sy | well want several colors & 
change abu’ 


article with them when they 
made their purchases. A few 
weeks ago, another Joyce 
Fenley article on gloves 
resulted in a substantial sales 
increase for that department. 
An article on a new type of 
baby diapers, on sale at another 


BY 


HEARST 


New wonder fabric in blouse is important 


news to ( thicago women. 


Herald- American readers crowd Wieboldt’s 


blouse counter as a result of 
Joyce Fenley article. 


department store, sold over 
300 sets in one day! 


Such acceptance is a plus 
for all advertisers... it is 
evidence that the newspaper 
which serves its readers best, 
best serves the advertiser! 


ADVERTISING 


SERVICE 
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| 690,000 in 1948. 


@ Sharpest gains were scored by 
the television industry, which sold 
more than twice as many receivers 
in 1950 as in 1949. Dollar volume 
for TV was $1,607,704,800, against 
$1,602,266,000 for refrigerators. 
This is the first time in years that 
any product has passed the re- 
frigerator in total volume, it was 
stated. 


Appoints Curtiss Agency 


Pacific Oar & Foundry, Renton, 
Wash., has appointed Spencer W. 
Curtiss Co., Seattle, to handle the 
advertising for the company’s log- 
ging and tractor equipment and 
structural steel division. Trade 

| publications will be used. The 
agency has moved to larger quar- 
ters at 1708 Northern Life Tower. 


| ABC Promotes Ensign 


William H. Ensign, American 
Broadcasting Co., New York, ac- 
count executive, has been named 
| the network's eastern sales mana- 
| ger for radio. 


. + THIS $7 BILLION 
Miracle 


Market 
IS FOR YOU.... 5 


. « « If you con use bigger volume . 
if you want bigger profits . . . if 
want to cut sales costs . . . if com 

| tion is edging you out of the pictu 
|. . « if you're looking for a sou 
practicel, proved way to move 
merchandise, faster . . . 


Turn te Dynamic 
DIRECT SELLING 


Thousands of ambitious men and womep 
are ready to take on your product 
service on a straight commission basi 
They'll advertise it, demonstrate it, o 
sell it direct to your customers. Without 
|consumer advertising, without price 
“cuts, credit losses or inside discounts, 
| they'll turn in a cash volume that cag 
keep your plant working to capaci 
| You can reach these salespeople in 
| days, thousands of them, and put t 
to work for you getting right-no 
results. 


Big Volume—Fast! 


In months instead of years you can be 

| doing business in every state and ter- 
ritory. Direct Selling has built giants 
| in retailing—oa $25,000,000.00 brush 
manufacturer, an $18,000,000.00 ho- 
\siery company, a $12,000,000.00 
|dress maker, a $35,000,000.00 cos- 
| motics distributor . . . and hundreds of 
|others. Last year ‘direct salespeople 
| sold more than seven BILLION dollars 
worth of goods and services . . . that's 
the miracle of Direct Selling. 


FREE BOOK 


GIVES ALL FACTS 


| How to tap this vast selling force and 
get AT-ONCE results . . . how to present 
your product or service to them. . . 
how to perform this low-cost sales 
miracle . . . these and all other ques- 
tions answered in fascinating FREE 
Booklet prepared by OPPORTUNITY, 
the leading magazine in Direct Selling. 
Mail letter head for your copy. 


OPPORTUNITY 
MAGAZINE 


Dept. A-49, 28 E. Jackson Bivd. 
Chicago 4, Illinois 
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Preparedness Program Puts 
Stress on Added Capacity 

WASHINGTON, Jan. 11—Best tip- 
off on what's ahead for the busi- 
ness world may be in these sen- 
tences from the President's State 
of the Union message: 

“Our present program calls for 
expanding the aircraft industry so 
that it will have the capacity to 
produce 50,000 modern military 
planes a year. We are preparing 


By STANLEY E. COHEN. Washingt 


Editor 


the capacity to produce 35,000 
tanks a year. We are not now or- 
dering that many planes or tanks 
and we hope that we never have 
to, but we mean to be able to turn 
them out if we need them.” 

You may have read it elsewhere, 
but it is worth repeating: The new 
preparedness program should not 
be confused with the all-out war 
production of 1944. Materials will 
be diverted from consumer goods 


and, by recent production levels, 
output of homes, cars and appli- 
ances will fall. Yet, at this writing, 
it is probable that many durables 
will continue in production. 

To keep perspective on what's 
happening, remember that top of- 
ficials like Charles E. Wilson are 
against cutbacks which “merely 
show people we have a tough fight 
on our hands.” They are expan- 
sionists who believe that new plant 
capacity is the need of the hour. 
It adds to potential military 
strength and it cancels out short- 
ages which are the breeders of in- 
flation and black markets. 

No one—not even Mr. Wilson 
himself—knows how deep the 
coming cutbacks will be or how 
long it will take before consumer 
goods production is restored to 


“normal.” On the other hand, it is 
well to know that there is nothing 
in the government's current plans 
which confirms the popular as- 
sumption that the economy will be 
in a stage of seige indefinitely. 
. e e 

Economic Stabilization Director 
Alan Valentine isn’t making many 
friends here. He’s considered too 
cautious, still talking “selective 
controls” when most “experts” say 
the day for “selective” control 
passed three months ago. 

e e e 

Last week's reorganization of the 
mobilization agencies, leaving pow- 
er in half a dozen old line depart- 
ments, is only the beginning. De- 
fense Production Administration, 
independent agency led by William 
H. Harrison, will eventually swal- 
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MORE LOCAL LINEAGE. The Star carries more retail store 
display advertising than any other Washington paper. 
More where-to-buy-it lineage means more local pull for 


national advertisers. 


No Matter How You Look at it... 
No. 1 in the Nation’s Capital 


The Washington Star 


Evening and Sunday Morning Editions 


THE 


EVENING STAR BROADCASTING COMPANY 


OWNS ANDO 


Repreacnted nationally by: O'Mara and Ormsabee, Inc., 


Lexington Ave., NYC 17; 


Tower, Chicago 11. Member: Bureau 
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The John E. Lutz Co., Tribune 
of Advertising, 


ANPA Metropolitan Group, Audit Bureau of Circulation. 


OPERATES STATIONS WMAL 


WMAL-FM 


AND WMAL.-TV 


Advertising Age, January 15, 1951 


low up National Production Au- 
thority, Defense Fuels Administra- 
tion, etc. Harrison's outfit has just 
been assigned desk space in the 
newly completed General Account- 
ing office building. There’s more 
space than Harrison can possibly 
use if his activities are to continue 
to be exclusively on the “planning” 
and “policy” level. 
o . * 

Federal Trade Commission and 
Justice Department’s anti-trust di- 
| vision took a roughing in the final 
report of the House small business 
committee of the last Congress. 
The committee charged that anti- 


trust activities of the two still 
overlap. 
The committee’s most bitter 


comments were reserved for FTC's 
radio and periodical advertising di- 
vision, which operates a “contin- 
uing” survey of current advertis- 
ing, reading hundreds of thousands 
of ads and radio continuities an- 
nually. The committee found that 
30,000 “suspected” ads netted only 
200 complaints. 

“The operation seems to be a 
very laborious method of generat- 
ing a few relatively unimportant 
cases,” the report said. “The cri- 
teria used by the advertising ex- 
aminers cannot be very precise.” 

Staff members said not over 5% 
of the ads clipped by FTC were 
mentioned in the complaints re- 
ceived from the public—and few 
of the ads mentioned by the pub- 
lic were reported by examiners 
of the radio and periodical adver- 
tising division 

” . 7 

FTC Commissioner Lowell Ma- 
son had the last laugh in the Stand- 
ard Oil of Indiana case. He had 
disagreed with other FTC mem- 
bers, insisted—as the Supreme 
Court confirmed Monday—that 
Standard had an absolute right to 
meet a competitor's price, regard- 
less of the injury to other Stand- 
ard customers 

It’s the second time in two tries 


that the Supreme Court has 
adopted the theory of a Mason 
dissent. Recently the court re- 


jected FTC’s order requiring Al- 
berty Foods & Drug Co. to list ills 
that its tron deficiency tablets will 
not cure. The court said these so- 
called “affirmative disclosures” 
are beyond FTC’s power—an ar- 
gument staked out by Commis- 
sioner Mason in an identical case 
involving a similar product. 


Putnam Leaves ‘Newsweek’ 
to Become Lasser Partner 
Borden R. Putnam, formerly 
business manager of Newsweek, 
has become a partner in J. K. 
Lasser & Co., 
New York, ac- 
counting concern 
He will be en- 
gaged in genera! 
management and 
consulting work, 
especially in the 
publishing indus- 
try. Mr. Putnam 
also will continue 
as a consultant 
for Newsweek. 
Prior to joining 
Newsweek, Mr 
Putnam was treasurer and a di- 
rector of McGraw-Hill Publishing 
Co. He is a director of Rinehart 
& Co., book publisher. 


Borden Putnam 


Adds Shopping Section 

American Magazine, New York, 
in April will inaugurate a specia: 
shopping section restricted to the 
advertising of retail stores and 
qualified mail order houses. The 
section will feature editorial col- 
umns on each spread devoted to 
new merchandise in shops through- 
out the country. Advertising spave 
will be available in any unit from 
seven lines up at the regular line 
rate of $15.90 


Wyman to Winston & Newell 
James T. Wyman, formerly in 
charge of national food advertising 
for the Minneapolis Star and Trib- 
une, has been appointed director of 
advertising of Winston & Newell 
wholesale 


Co., Minneapolis food 


distributor. 
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Di Salle Loses 
to Valentine on 
Price Controls 


WAsHINGTON, Jan. 11—The Eco- 
nomic Stabilization Agency has no 
wage-price policy at this time, and 
a good many months may pass be- 
fore the government does anything 
decisive to check the upsurge in 
consumer goods prices. 

Despite the amiability at their 
press conference late Wednesday 
afternoon, Economic Stabilization 
Chief Alan Valentine and Price 
Stabilizer Michael Di Salle take 
opposite approaches. The differ- 
ences between the two are as bitter 
as any split this capital has seen. 

Wednesday's conference left 
Valentine in the saddle. He has 
vetoed Di Salle’s plan for a 30- 
day moratorium on price increases, 
and for the moment he has the top 
level support to make this veto 
stick. 

Di Salle admits the moratorium 
would be difficult to administer, | 
but with the retail index spinning 
upward he feels that dramatic 
action is needed to forestall further 
wage increases for the big unions 
which have hinged their pay to the 
Bureau of Labor Statistics report. 


@ Valentine’s position is that the 
moratorium would bring thousands | 
of petitions for relief from bus- 
iness men who are frozen in in- 
equitable positions. With only 325 
employes—all of them in Washing- 
ton, and many of them “house- 
keeping” people—ESA would be 
swamped. 

Di Salle concedes these points, 
but he is represented as believing 
that it is better to take the risk | 
than to leave the way open for 
further inflation while ESA “staffs | 
up.” 

Industry people conferring with 
the agency are against compulsory 
controls. Producers of basic mate- 
rials—copper, zinc, lead, steel—are 
promising to hold their price line 
under voluntary agreements. 

Mr. Valentine is hopeful that the 
network of voluntary agreements 
can be expanded. | 


es Industry people have little re- 
spect for price control as an answer | 
to inflation. They say the problem | 


Heads White Rock 


Alfred Y. Morgan has been elected 
president of the White Rock Corpo- 
ration, New York, producers of spar- 
kling water, ginger ale and flavored 


beverages. Mr. Morgan and 268,873 
other men of action throughout Ameri- 
can business read The Wall Street 
Journal daily. 


(ADVERTISEMENT) 
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is to curb consumer spending, and 
to increase production. 
The meat industry, for example, 


said price control merely drives 
meat out of normal disiribution 
channels into black markets. They 
claim meat prices could be stabi- 
lized if the inflation of consumer 
incomes is held to not more than 
10% during the next two years, 
and 20% during the next five. 

Many stabilization officials con- 
cede that these are sound argu- 
ments, but they consider them 
academic. While supply and de- 
mand are balanced, and prices are 
seeking a new level, millions of 
low- and medium-income families 
would find themselves unable to 
afford foods which they consider 
essential. 


e@ Di Salle, in advocating an im- 
mediate freeze, appears to be fight- 
ing a one-man battle. His plan 
was discussed with mobilization 
chief Charles Wilson, who re- 
mained officially aloof but gave 
his blessing to Valentine. 
Valentine forces point out that 


OPA used selective controls 
through the spring of 1942, more 
than a year after it was “in bus- 
iness.” At the time of the general 
freeze, OPA had 20,000 employes, 
and eventually it had 60,000. 

Moreover, the BLS consumer 
and wholesale indices had climbed 
more than 20% from 1939 until the 
time of the general freeze. At the 
present time, the BLS consumer 
index is about 3% above June 15 
and 4.7% above a year ago. The 
wholesale index is about 8% over 
June 15 and 11.6% over a year ago. 

According to reports here, Di 
Salle is disturbed by the develop- 
ing momentum in the food price 
spiral. The BLS food index was up 
1.2% during the first two weeks 
of December for a total of 5.7% 
since June 15. Indications are that 
it will be up 1% by the end of Feb- 
ruary. 


e Di Salle is said to reject the 
warning of the meat packers that 
“there is no shortage of experi- 
enced black marketers.” He is said 
to feel that control is inevitable, | 


and that a determined effort by the 
FBI will make it stick. 

It is no secret that ESA's key 
positions are going begging, and 
that the agency is unable to “staff 
up” for lack of acceptances from 
the topnotchers needed to head up 
various divisions. 


Appoints Herbert Olsow 

Herbert J. Olsow, eastern ad- 
vertising manager of Photo Devel- 
opments, has been named to a sim- 
ilar post with the U. S. Camera 
Publishing Corp., New York. He 
will continue his Photo Develop- 
ments activities. 
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Monthly to Become Weekly 

When Chemical Industries con- 
verts to a weekly Jan. 20, it will 
assume the name of Chemical In- 
dustries Weekly. The style of the 
McGraw-Hill publication will be 
changed, according to Wallace 
Traendly, publisher, to present to 
readers a new, faster reading tech- 
nique, but many of the depart- 
ments carried by the monthly will 
be continued. 


Wrigley Publications Moves 

Wrigley Publications Ltd. has 
moved its offices from 46 Bloor St. 
W. to 740 Bay St., Toronto. 
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PAPERS 


THERE'S A 
Champron 
PAPER FOR EVERY 
PRINTING NEED 


No one grade of paper can satisfactorily meet 

the demands of every printing job. That is 

why Champion makes these various grades of 
paper to meet your specific requirements. 


The Champion Paper and Fibre Company 
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Inventory Index 
Canton Roctennd Bristo! 


COATED COVER 


Hingefold Cooted Cover 
Retold Coated Cover 


BOND, MIMEOGRAPH 
Arie! Bond 

Scriptic Mimeograph 
ENVELOPE PAPER 


Rodiont White Envelope 
White Foldur Kroft Envelope 
Sunton Kroft Envelope 

Groy Kroft Envelope 

Ne'er Tear Envelope 
Colored Wove Envelope 


TaG 
Tut-Teor Tag 


COATED POSTCARD 
Compoign Postcard 


UNCOATED COVER 
Cordwoin Cover 
Ariel Cover 


PRESSBOARD 


Chompion Pressboord 
Imitation Pressboord 


PAPETERIE 

Wedgwood Popeterie 
Geromond Papeterie 
(Embossed ond Printed) 


SPECIALS 

Cigarette Cup Stock 
Food Container Stock 
Coffee Bog 

Tablet Popers 
Drewing Papers 
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Mister PLUS, in your hands, can put a stamp of approval for your brand on 
millions of minds in hundreds of markets— minds and markets which are largely 


inaccessible to any other advertising medium. 


He alone is there... because there is Home Town America. 11.000.000 families 
strong. a thriving fourth of the whole U.S. which lives and listens within 


close reach of a Mutual ‘solo’ station. 


To serve these markets—from within— Mutual provides 325 stations. each one 


speaking in the neighborly tones of the only network voice in town. 
And this voice gets heard—longer and oftener than all out-of-town voices combined.* 


Coupled with bigger-city coverage by Mister PLUS, this Home Town domination 


can make a vital profit-difference in your sales efforts for “51. 


Mutual Broadcasting System 


+58 of all Home Town tune-in is to MBS by day; 53% 
by night. Next best network 13°( by day, : 
18 by night. And TV tune-in is less than 2 of 1%! 


Source: Half a million interviews by Crossley. 
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FTC Threatens to Use Court Orders 


to Halt Food, Drug, 


WASHINGTON, Jan. 11—The Fed-|! 
era) Trade Commission announced 
today that it intends to use federal 
court injunctions to stop food, drug 
and cosmetic ads when the pub- 
lic’s health is endangered, or the 
public is threatened with “irre- 
parable and substantial financial 
Injury a 

The injunction procedure, to 
block the ads until FTC can hold 
hearings and reach a decision, was 
used successfully in a number of 
drug cases during FTC’s early 
years, but has not been used since 
mid-1942. 

Only this week, the House small 
business committee issued a re- 
port criticizing FTC for its failure 
to act rapidly in cases where in- 
junctions would curb ads for dan- 
gerous drugs. 

Outlined in Section 13 of the 
FTC Act, the new procedure au- 
thorizes FTC to go into federal 
court and ask a temporary injunc- 
tion against food, drug and cos- 
metic ads when it would be in the 
public interest to enjoin the dis- 
semination of such advertising, 
pending issuance and final dis- 
position by the commission of a 
formal complaint 


@ Frcs 
clared: 


‘In those circumstances where | 
if appears to the commission that 
the public interest requires such 

Stion, it is the policy of the com- 
Siocon to apply to the courts for 
igjunctive relief pursuant to the | 
pFovisions of Section 13 of the FTC | 

t, when it has reason to believe | 
that: 

1. The advertising of a product 

false in a material respect and 
tHere is reasonable probability 
ce the use of the product may 


policy statement today 


ise serious injury to health; 

“2. A product is falsely repre- 

ted in advertisements as an ade- 
- treatment for conditions in 
Which the failure to administer 
adequate treatment may seriously 
imperil health; 

“3. The advertising of a product 
ig false in a material respect and 
tHere is reasonable probability that 
J dissemination will result in ir- 

parable and substaiitial financial 
injury to the public.” 


EXCLUSIVE 


Army-Air Force Stories 


EXCLUSIVE 


Army-Air Force News 


Army Times & 
Air Force Times 
2-Market Coverage 

—I Low Cost 


DOMESTIC (U. S.) EDITIONS 
EUROPEAN EDITIONS 
PACIFIC EDITIONS 


Write for Free 34-page Market Book 


ADVERTISING OFFICES: 


NEW YORK—41 E. 42nd St.—MU 7.5552 
CHICAGO—-203 N. Wabash Avenue 
WASHINGTON, D. C.—3132 M Street N.W. 
PHILA... W. McCarney—MA 7-0887 
PACIFIC COAST—Geo. D. Close, Inc. 


Cosmetic Ads 


In its critical report on FTC, 
the House small business commit- 
tee noted that “in nearly every 
one” of the 38 instances where this 
procedure had been used prior to 
1943 the commission was success- 
ful in obtaining a temporary in- 
junction “without delay.” 

“These injunctions provided time 
for the commission to complete its 
own actions and to put a final stop 


to the offensive practice with a 
cease-and-desist order. It is not 
clear why injunctive relief is out 
of favor with the commission.” 
Pointing up the time-consuming 
nature of routine FTC procedure, 
the small business committee re- 
port noted that half of the 86 de- 
ceptive practice cases settled in 
1950 required more than five years. 
Several required up to nine years. 


es FTC's policy statement left un- 
disclosed the types of food, drug 
and cosmetic ads which would get 
the injunction treatment. The 
phrase “irreparable and substan- 
tial financial injury to the public” 


was open to varied interpretation. 

In the event it is interpreted as 
damage to the public over-all, 
rather than to an individual, the 
policy could conceivably apply to 
a big segment of the false adver- 
tising cases handled by the com- 
mission. 

Under an injunction procedure 
the incentive for quick settlement 
is, in effect, shifted from the FTC 
to the advertiser, for the injunc- 
tion, once granted, ties up the cam- 
paign until the ads are “cleared” 
by FTC. 

Ordinarily, a contested ad series 
goes ahead while FTC holds its 
hearings, and is not terminated 


Advertising Age, January 15, 1951 


until the commission reaches a 
final decision and issues a cease- 
and-desist order. 


Pepsi-Cola Names Wheeler 
as Advertising Director 


Stirling Ross Wheeler, assistant 
advertising director of Pepsi-Cola 
Co. since July, 1950, has been pro- 
moted to advertising director. Be- 
fore joining the soft drink com- 
pany, he was an account executive 
with Young & Rubicdm, advertis- 
ing manager of Scholastic Maga- 
zines and ad researcher for Lever 
Bros. Co. 

Albert J. Goetz, formerly vice- 
president in charge of advertising 
for Pepsi-Cola, has resigned. 
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‘Lorain Journal’ Attorneys Appealing 
Directly to Supreme Court on Injunction 


CLEVELAND, Jan. 10—Attorneys 
for the Journal, Lorain, O., have 
moved to appeal a federal court 
order restraining the Journal from 
discriminating against advertisers 
using competing media, including 
Station WEOL, Elyria. 

The order was issued by Judge 
Emerich B. Freed on Jan. 5 and 
was scheduled to become effective 
Jan. 20. It required the paper to 
accept ads from merchants who 
also use WEOL; to publish a news 
item once a week for 25 weeks to 


| interviews by Justice Department 


The case is being appealed di- 
rectly to the Supreme Court by the 
Journal organization and the in- 
dividual defendants, Isadore Hor- 
vitz, president; Samuel A. Horvitz, 
secretary; D. P. Self, business man- 
ager, and Frank Meloy, Journal 
editor. 


WFIL-TV Issues New Rate 
Card; Rates Up 30°% 


WFIL-TV, Philadelphia, has is- 


. sued a new rate card, effective 
@ Pending the appeal, however, | Jan. 15, that will increase rates as 


the newspaper will not be required much as 30% above present prices. 
to publish the weekly notices or to: Rate Card No. 8 increases an hour 
notify newspaper executives of the | of Class A time on WFIL-TV from 
provisions within ten days. | $700 to $1,000 for one time; from 


the effect that the Journal was 
found guilty as charged; to furnish 
written notice of the court order 
to each employe of the newspaper, 
and ordered all newspaper officials 
to make themselves available for 


staff members. 


$665 to $950 for 26 times, and from 
$630 to $900 for 52 times. 

Hourly rate for Class B time has 
gone from $560 to $750, and Class 
C time from $420 to $500. Twenty- 
second and one-minute spots on 
Class A time have been raised 
from $150 to $200; Class B, from 
$112.50 to $150, and Class C, from 
$70 to $100. 


Names Brisacher, Wheeler 


Golden West Products Co., Los 
Angeles, has appointed Brisacher, 
Wheeler & Staff, Los Angeles, to 
direct all the advertising for the 
company’s complete line of pure 
preserves, jellies, marmalade and 
sweet pickled fruits. 


Save Advertising Dollars in 1951 
with the FLEXIBILITY of 


World's op artists and writers. 
2. Proven high readership for your advertisements. 


3. The mighty impact of color advertising even in 
single market, 


4, Reader interest anchored deep in all the news of 
home-town entertainment. 


5. No single page competitive product advertising . . . 
a clear field for your sales story. 


6. Ability to time your advertising to the exact timing 


of your sales plans. 


7. Deep penetration into largest consumer-masses in 
America’s most influential buying centers. 

8. The individual, street-by-strest market guidance of 
the famous Hearst Sales — Controls. 


yu AR! wate UBLIC catiol * 
Soa 


with its market-by-market fhoabiin With i it, yo 
can give special treatment to special mazket situc 
tions. Build sales Back quick in below-par markers. 
Test special sales plans. Test new copy before 
spreading it broadcast. Try out the impact of color 
in a single market, Give extra support to deserving © 
sales outlets. Take quick advannige of favorabl« 
local marketconditions, Yes, PICTORIAL REVIEW 
has demonstrated sales-making, appropriation. 
saving flexibility that's unique in Sunday magazic< 
publishing. Surely a magazine like this should hav« 
a prominent plate on 28 media cus in 1951. 


Other Exclus a 


' Totet 


LOS ANGELES EXAMINER - 
PITTSBURGH SUN-TELEGH APY - 
CHICAGO HERALD-AMENICAN - 
NEW YORK JOURNAL-AMER'CAN + 
SEATTLE POST-INTELLIGENCER - 
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Cieviotion Takes Your Advertising To 
Ova) SRLAAE Heletaas Woh Tos Seiden Cannes 
cON FRANCISCO EXAMINER 
DETROIT TIMES 
MILWAUKEE SENTINEL 
BOSTON ADVERTISER 
BALTIMORE AMERICAN 
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Babbitt Stresses 
Radio News in New 
Bab-O, Glim Drive 


New York, Jan. 11—B. T. Bab- 
bitt Inc. is combining daytime tele- 
vision, radio saturation news cov- 
erage and Sunday supplements as 
the main advertising vehicles for 
Bab-O and Glim. 

The 1951 campaign represents a 
shift in emphasis, the company 
having recently canceled its two 
soap operas, “David Harum’ 
(NBC) and “Nona From Nowhere” 
(CBS). William H. Weintraub & 
Co. took over the advertising of 
Bab-O and Glim from Duane Jones 
Co. on Jan. 1. 


se Starting Jan. 15 the company 
will sponsor several five-minute 
daily newscasts over Mutual. 


| Frank Singiser will be the news- 


caster. The program will be heard 
at mid-morning and afternoon, 25 
minutes after the hour. Time has 
been cleared on more than 400 
stations, which will air the shows 
from two to five times daily Mon- 


| day through Friday. 


The products also will be fea- 
tured on a half-hour dramatic TV 
show to be seen on ABC at 12 noon, 
EST, effective Jan. 20. Twenty- 
second TV spots and small size 
newspaper ads will plug Glim in 
seven major markets. 

At about the same time, Babbitt 
will break a drive in Sunday syup- 
plements, using the basic r 
politan Group plus selected i - 
pendents on the West Coast. Galy 
magazine scheduled for Bab-O @nd 
Glim is Good Housekeeping, w 
small space will be used. 


Columbia Signs KFPW 


KFPW, Fort Smith, Ark., 
joined the Columbia Broadcas' 


250 watts. 


——— 


READER'S DIGEST 
SEEKS CIRCULATION 
ASSISTANT FOR 
FOREIGN SALES 


The Reader's Digest, bes 
sides its International Edi 
tions, has a substantial e 
port sale of its Unite 
States Edition to some 40 
foreign countries. This is a 
separate department of our 
business, involving news- 
stand distribution and pro- 
motion through wholesalers 
abroad, plus subscription 
promotion from the United 
States. 

We have a place in this 
department for a young as- 
sistant circulation manager, 
willing to travel abroad 3-4 
months a year, and capable 
of ultimately developing in- 
to a general circulation as- 
sistant not only for export 
sales of the United States 
Edition but also for the 22 
International Editions pub- 
lished abroad. Essential 
qualifications include gen- 
eral sales ability, capacity 
to learn quickly, and ability 
to adapt American methods 
intelligently to foreign con- 
ditions. Ability to write 
sales copy would be helpful. 
Write stating age, education, 
experience, marital status, 
draft status, salary expect- 
ed, etc. to Box No. 7783. No 
telephone or personal calls, 
please. Apvertistnc Ace, 11 
E. 47th St., New York 17, 
N.Y. 
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U. S. Court Holds | 
Stations Can Censor 
Certain Speeches 


PHILADELPHIA, Jan. 9—The U. S. 
court of appeals for the third cir- 
cuit has held that the Federal 
Communications Act of 1934 does 
not prohibit radio stations from 
censoring political speeches by 
non-candidates. 

In accordance with that ruling, 
the appellate court reversed a dis- 
trict court dismissal of $50,000 libel 
suits against the operators of 
WCAU, WFIL and KYW, and re- 
turned the cases to the lower court 
for “further proceedings.” 

All three suits were filed by a 
local attorney, H. H. Felix, after 
W. F. Meade, 1949 Republican cen- 
tral campaign committee chair- 
man, made _ speeches allegedly 
implicating Mr. Felix as a Com- 
munist 

The original suits were dis- 
missed by Judge William H. Kirk- 
patrick on the ground that the 
under the law, are not 
permitted to censor political 
speeches 

The higher court ruling pointed 
out that the language of the act 
specifically points out that the 
Section applies only to the use of 
a broadcasting station by a candi- 
date personally. 


ORIDA COURT OKAYS 
X ON MAGAZINES 


L ALLAHASSEE, Jan. 9—The Flor- 
supreme court has upheld col- 
tion by the state of a 3% sales 
tax on news magazines, while sales 
newspapers are exempt. 
he court adopted the ruling of 
t circuit court, which said that 
exemption of newspapers in 
t sales tax law “had reference 
t@the natural, plain and ordinary 
sifnificance of the word newspa- 
-the uhderstanding of the 
rd newspaper in general and 
mon usage—and did not refer 
t@ or comprehend magazines or 
iodicals.” 


stations, 


dley-Reed Opens Branch 
Readley-Reed Co., station rep- 
réfentative, has opened an office 
inthe Lincoln-Liberiy Bldg., Phil- 
ad@lphia. Robert S. Dome, formerly 
representative for a number of 
P@insylvania stations in the Phil- 
a area, is manager of the 
office. 


Bell & Howell V. P. 


C. G. Schreyer has been named vice 


president of the merchandising divi- | 
sion of Bell & Howell Company, Chi- | 
cago, manufacturers of motion picture 
equipment. He is one of 268,873 daily 
Wall Street Journal readers from coast- 
to-coast. To reach men who are mee 


ping up in business, advertise in Amer- 
ica’s Only National Business Daily. 


(ADVERTISEMENT) 


Mueller to Willys-Overland 


Kenneth M. Mueller, formerly 
secretary and treasurer of Black 
Advertising Co., Toledo, has been 
named assistant to the general sales 


| manager of Willys-Overland Mo- 


tors, Toledo. 


Borg-Warner Names Larsen 


Paul J. Larsen, former director 
of the office of civil defense of the 
National Security Resources Board, 
has been named assistant to Roy 
C. Ingersoll, president of Borg- 
Warner Corp., Chicago. 


Harshe Appoints Swanson 


Curtis Swanson, formerly in the 
public relations department of 
Armour Research Foundation, has 
been named an account executive 
of Wm. R. Harshe Associates, Chi- 
cago. 


Sutton Names Irving Lesher 


Irving A. Lesher has been named 
manager of the Chicago office of 
Sutton Publishing Co., New York. 
He will continue as district man- 
ager of Metal-Working, a Sutton 
publication. 


Delaware Names Weiss 

Martin E. Weiss, director of 
publicity for Delaware Floor Prod- 
ucts, New York, for the past three 
years, has been appointed to the 
newly created post of sales pro- 
motion manager. 


Agency Changes Setup 

Thorndike-Hoen, Providence, R. 
I., agency, has changed its name to 
Richard Thorndike Agency, with 
Richard Thorndike as owner. 
Lewis Hoen, previous partner, has 
resigned. 


Advertising Age, January 15, 1951 
Wehner Names Maczko V. P. 


John E. Maczko, formerly ad- 
vertising director of the aviation 
group of Haire Publishing Co., 
New York, has been named vice- 
president of Wehner Advertising 
Service, Newark. 


Becomes Pelron Corp. 

Chemco Products Co., Lyons, 
Ill, manufacturer of industrial 
chemicals, has changed its name to 
Pelron Corp. The management, 
personnel and location will remain 
the same. 


CONCENTRATES 


HOLLYWOOD BOWL! 


Nestled like a gleaming jewel in the 


rolling hills of Hollywood, California, this beautiful am- 


phitheatre ranks among the world’s finest. Here audiences of 


thousands gather regularly to enjoy musical, dramatical and reli- 


gious pageantry under the stars. Although attendance approaches the 


quarter-million mark each year, this total is considerably Jess than the 


average one day city and trading zone circulation of the Los Angeles Evening 


Herald and Express .. . the largest newspaper in the largest city in 


Western America. Wise advertisers use it regularly and reap rich rewards. 
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Lynnes Appoints Morthland 


John F. Morthland has been 
named manager of the eastern of- 
fice of Lynnes & Associates, pub- 
lishers’ representative. Mr. Morth- 
land, with headquarters in New 
York, joined the company in 1947. 


Promotes Stanley Ford 

Stanley M. Ford, vice-president 
in charge of sales of Chicago Elec- 
tric Mfg. Co., Chicago, has been 
elected president of the company. 
He joined the company in 1945 as 
general sales manager. 


Vandivert to Klores & Carter 

Rod Vandivert, 
the advertising department of 
Conde Nast Publications and 
Cowles Publishing, has joined 
Klores & Carter Inc., New York, 
as an account executive 


‘Garden’ Names Mitchell 


Home Garden, published by the | 


American Garden Guild, New 


formerly with | 


Arlite Appoints John Mazey 

John R. Mazey, formerly with 
Erwin Dinion & Co., has been ap- 
pointed sales promotion manager 
of Arlite Industries Inc., Newark, 
combination screen and storm win- 
dow manufacturer. 


To MacManus, John & Adams 


MacManus, John & Adams, De- 
troit, has been named advertising 


York, has named Herbert L. Mit-| counsel of WJR, Detroit. The agen- 


chell, 8159 Chestnut Ave., South 


cy will handle all newspaper and 


Gate, Cal., as its West Coast ad-/ trade advertising and sales pro- 


'vertising representative 


motion for the station. 


Kroger Names James Bay 

James A. Bay, formerly mer- 
chandise manager of seafoods and 
poultry, has been named merchan- 
dise manager of pork and pork 
products for Kroger Co., Cincin- 
nati. 


Retsdal Buys Nelson Agency 


Palmer Refsdal, an account ex- 
ecutive of Russ Nelson Advertis- 
ing Agency, Minneapolis, has pur- 
chased the agency. He will con- 
duct the business under his own 


| name. 
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| That TV Ad Leads 
to 5 Commandments 
by Business Bureau 


New York, Jan. 9—National 
Better Business Bureau last week 
proposed five new “command- 
ments” for advertising, which 
were inspired by the hard-hitting, 
keep - your-child- happy, pre- 
Christmas campaign of American 
Television Dealers & Manufactur- 
ers. 

Referring to the eariy negative 
| pitch of the drive, which quickly 
shifted to a happy approach, Ed- 
ward L. Greene, general man- 
ager of the bureau, charged that 
“the copy theme of this advertis- 
ing, which pitted children against 
their parents, was scoffed at by 
psychiatrists, condemned by edu- 
cators, and found to be more of- 
| fensive to more persons than any 
previously published advertising 
known to the bureau.” 


@ The bureau's commandments: 

“1. Advertising should not be 
used to undermine the child-parent 
relationship. 

“2. Advertising should not be 
used to coerce parents into buying 
| by falsely implying that failure to 
| buy constitutes. neglect of family 
| responsibility and duty and con- 
| tributes to maladjustments 
“3. Advertising should not make 
_ use of inaccurate assumptions re- 
| garding psychological problems 
instill guilt and inadequacy in t 
mind of readers. 

“4. Advertising should not ma 
use of themes tending to subv 
the stability and unity of Ame 
can family life by sowing seeds 
| dissension, disunity or distrust. 

“5. Advertising should not 
used irresponsibly as a law un 
itself in disregard to the pub 
interest.” 

Ruthrauff & Ryan reports no di 
cision has been made on wheth 
the cooperative campaign, whi 
was jointly backed by more th 
20 manufacturers, will be continu 
this year. A post-holiday prom 
tion has been under consideratio 
but its materialization appears le 
likely since the government h 
increased its demands for ba 
| metals required by the industry. 


VICKS INHALER 


The New Brighter Whiter FALPACO 
is preferred 
for Finest Reproduction Qualities 


Since the introduction of the new, 
brighter white Falpaco Coated 
Blanks, printers and lithographers 
have been able to secure greater color 
contrast, maximum reproduction 
and perfect register in point-of-sale 
displays, car cards and calendars. 
This assures greater effectiveness. 
The Vicks Inhaler, counter display 

| card is a fine example of this greater 

| effectiveness. It was produced by 
letterpress in five colors by Chittum 
Kidd Company, Inc., of Baltimore 
on 10-ply Falpaco, single coated one 
side for letterpress. Use Falpaco 
Coated Blanks on your next job. 

Dissrsbuted by 


Asthorszed Paper Mer: bant: 
from Coast to Coast 


PAPER COMPANY 


NEW YORK OFFICE © 500 FIFTH AVENUE 
NEW YORK 18. N.Y 
MILLS—FITCHBURG, MASS. 
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Opens Publishers Service 

P. T. Hines has resigned as gen- 
eral manager of the Greensboro 
News Co., Greensboro, N. C., pub- 
lisher of the Greensboro Daily 
News and Record, to operate Pub- 
lishers Service, newspaper man- 
agement counseling, at 220 Wat- 
son Bldg., Greensboro. He will 
continue in an advisory capacity 
to the News and Record, and the 
newspaper company’s radio-TV 
station, WFMY-TYV, for an indefi- 
nite period 


PEORIA 


ILLINOIS 
Buying Center For The Rich 13 County 
PEORIArea Market Blanketed With 
THE PEORIA JOURNAL STAR 
1. First metropolitan market in 
Illinois (except Chicago). 
2. Metropolitan pop. 250,000, 
3. “Best TEST newspaper in U. S.” 
4. Per capita income—51% above 
Nat'l Ave. 
SEND FOR “PEORIAREA FACTS FOR FIFTY" FOLDER 
Nat oresented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET Our CITY ZONE FOLDER —~ 


Sertoma Plans Promotion 


Sertoma International, 
City, Mo., civic service club, plans 
to launch a public relations pro- 
gram to increase the “sale” of its 
clubs locally. The club has named 
a five member committee to study 
ways and means of promotion of 
the organization throughout ithe 
United States and Canada. Chair- 
man of the committee is R. L. 
Hoskinson, Oklahoma City. Basic 
plans and the account itself will 
be placed with Bob Hoskinson & 
Associates, Oklahoma City. 


To Aubrey, Moore & Wallace 

Aubrey, Moore & Wallace, Chi- 
cago, has been retained to handle 
the advertising of the Chicago 
Mercantile Exchange. Business 
papers, financial newspapers and 
farm and produce publications will 
be used. 


Weintraub Takes More Space 

William H. Weintraub & Co., 
488 Madison Ave., New York, has 
moved its media, accounting, and 
radio and TV time buying depart- 
ments to 49 E. 53rd St. The re- 
search department has been moved 
to 270 Park Ave. 


| Johnson Names § Salesmen 
Kansas | 


Johnson Publishing Co., Chica- 
go, has named five salesmen to its 
eastern advertising sales staff. 
Morgen Jensen, previously with 
Interstate United Newspapers, and 


Burt E. Jackson, formerly with 
Brandford Advertising Agency, 
will work on Tan Confessions. 


William E. Jackson, executive se- 
cretary of the Urban League of 
Queens, N. Y.; Otheus W. Staple, 
resigning as national advertising 
manager of New York Age, and 
Franklin A. Ajaye, former vice- 
president of the United Mutual 
Life Insurance Co., will work on 
Ebony. 


Appoints Frank Fehlman 
Cowan & Dengler, New York 
advertising agency, has establish- 
ed a research and copy counsel 
department that will function un- 
der the direction of Frank E. Fehl- 
man, advertising counsel and 
founder of the Fehlman Newspa- 
per Copy Service. Mr. Fehlman, 
author of “How to Write Copy 
that Sells,” will continue his coun- 
seling service while heading up 
the new Cowan & Dengler depart- 
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536 oY The Top buy 


ment. 


Without a Doubt! 


@ FOR COVERAGE OF 
THE ich MIDWEST 
FARM AND RURAL TOWN MARKET 


Capper's Weekly 


THE FEATURE NEWS WEEKLY 
OF THE RURAL MIDWEST 


Dependable, steady produc- 


tion of profitable sales and in- 


quiries is the factor which 


Vliibibiil its 


places Capper’s Weekly — year 


in and year out on advertising 


lists, where definite results are 


a “must”. Put Capper’s Week- 


ly on your list and let it prove 


what it can do for you — at eco- 


nomical advertising cost! 


l's Week| 
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912 Kansas Avenue 
Topeka,Kansas 


CAPPER 
PUBLICATIONS, INC, 


Advertising Age, January 15, 1951 
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The Creative Mans Corner 


Mr. Thomas J. Watson is reported to have a slogan hung 
everywhere about his premises which advises all and sundry 
to THINK. 

The Corner wonders if Mr. Watson thought deeply enough 
about this ad before he decided to run it. There is an unin- 
tentional guffaw in the headline—in the suggestion that 
nothing is superior to capitalism except by comparison. There 
can be little doubt that Mr. Watson did not intend this im- 
pression to be given—but there it is. 

More to be questioned, however—if the intent of the ad is 
to sell all the little guys and gals of the country on capitalism 
—is the whole concept of the ad: an arithmetical computa- 
tion of the dollar benefits of capitalism. The Corner doubts 
that any little guy or gal, struggling to make ends meet, is 
going to be impresed by over-all figures—such as the fact 
that “the United States free enterprise system is operating 


CAPITALISM 


Nothing is superior except by comparison 


ww Terre he cond sons ol merce om! pepe sone copes ee 
proapers nappenen and ee Meng to 


INTERNATIONAL BUMAT 9S MAC HUE 


at its highest level, furnishing employment to sixiy-two 
million people at the highest hourly and weekly earnings 
ever recorded”; or that “our farmers had cash income from 
marketing last year amounting to twenty-seven billion five 
hundred million dollars, the highest on record.” 

These and all the other economic facts quoted are things 
far removed from the average little guy or little gal. The 
Corner doubts that capitalism will ever sell itself on that 
basis—because al] too many little guys and little gals remem- 
ber 1932. And The Corner wonders if Mr. Watson ran a 
similar ad during that period—or could have 

In The Corner’s opinion, capitalism—in which he is a firm 
believer—has much more to offer than its material accom- 
plishments. It makes possible many little things that most 
of us take for granted—the right to live our lives as we see 
fit, to shoot off our mouths about the people we elect, to 
solve our own problems, to live in privacy and according to 
the dictates of our own conscience, to be able to trust our 
neighbor and not fear that he is going to run to the nearest 
secret police headquarters with some horrible information 
about us. The fact that capitalism—alone of all systems— 
makes it possible for a man to live as an individual is, in 
this Corner’s opinion, more in its favor than the tremendous 
national income it can, under favorable conditions, produce. 

If the chief benefits of capitalism are “ninety-seven bil- 
lion dollars on deposit in commercial saving banks” and “a 
cash investment of sixty billion dollars in life insurance 
policies,” then what is to happen to our faith in it come an- 
other depression? 

Perhaps what all of us need to do about capitalism—in- 
cluding Mr. Watson—is to THINK of the benefits it pro- 
vides in terms of human dignity and individual prerogative. 
Without these, despite the highest productive capacity in the 
world, capitalism is worthless as a system, and nobody will 
buy it or fight and die to preserve it. 
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Pullman to Make Tractor 

Pullman Inc., through its sub- 
sidiary, Pullman-Standard Car 
Mfg. Co., Chicago, will enter the 
tractor allied equipment field with 
the acquisition of the entire tractor 
allied equipment business of Isaac- 
son Iron Works, Rockford, IIl., and 
Seattle. The Rockford plant of 
Isaacson wil] continue in operation 
while activities of the Seattle fac- 
tory will be transferred to the 
Hammond plant of Pullman-Stand- 
ard. 


<4 


Beh Joins Textron 

Warren A. Beh, formerly direc- 
tor of sales, nylon division, E. I. 
du Pont de Nemours & Co., has 
been appointed general manager 
of the industrial fabrics division 
of Textron Inc., New York, ef- 
fective Feb. 1. This division is a 
newly formed unit of Textron and 
will be concerned primarily with 
the development of new synthetic 
fabrics for sale to industrial users 
and for military uses in the de- 
fense program. 
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“Indicates first listing in this column 


Jan 15. Advertising Federation of 
America, First District, Providence, R. I. 

Jan. 16-17. New York State Publishers 
Assn., Hotel Statler, Buffalo 

Jan. 17-18. National Conference of Bus- 
iness Paper Editors (Associated Business 
Publications Group), Hotel Statler, Wash- 
ington, D. C 

Jan. 19. Society of Business Magazine 
Editors, Hotel Statler, Washington, D. C. 

Jan. 19-20. Southwestern Assn. of Ad- 
vertising Agencies, Baker Hotel, Dallas. 

Jan. 20-21. National Advertising Agency 
Network, western regional meeting, Ho- 
tel Pere Marquette, Peoria, Ill. 

Jan. 22-23. Assn. of Railroad Advertising 
Managers, St. Augustine, Fla 

Jan. 22-24. Newspaper Advertising Ex- 
ecutives Assn., annual meeting, Edge 
water Beach Hotel, Chicago 

Jan. 27-28. National Advertising Agency 
Network, eastern regional meeting, Ho- 
tel Du Pont, Wilmington, Del 

Jan. 29-30. Outdoor Advertising Assn 
of Pennsylvania, annual meeting, Hotel 
Hershey, Hershey, Pa 


Feb. 2 Advertising Federation of 
America, Forum for ‘51, Grand Rapids 
Mich. 

Feb. 9-10. Northwest Daily Press Assn 
annual meeting, Hotel Radisson, Min- 
neapolis 

Feb. 12-13. Inland Daily Press Assn., 


midwinter meeting, Congress Hotel, Chi- 


cago 
Feb. 12-13. National Newspaper Pro 
motion Assn., western conference, Am 


bassador Hotel, Los Angeles 


Feb. 16-17 Pennsylvania Newspaper 
Publishers Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg, 
Pa 

*Feb. 28. Associated Business Publica 
tions, clinic meeting, Drake Hotel, Chi 
cago 

March 12-13 American Management 
Assn., marketing conference, Waldorf- 


Astoria, New York 

March 22-23. Society of Business Mag- 
azine Editors, Hotel Statler, Washington, 
D.C. 

March 26-31. Advertising Specialty 
National Assn., spring meeting, Whitehall 
Hotel, Palm Beach, Fla 

March 28-31. Assn. of National Ad- 
vertisers, spring meeting, The Homestead, 
Hot Springs, Va 

March 31. Advertising Federation of 
America, Eastern AFA Intercity Women’s 
Club Conference, Washington, D. C 

April 2-5. Premium Advertising Assn 
of America, Chicago Premium Centennial 
Exposition, Hotel Stevens, Chicago 

April 3-4. Point of Purchase Advertising 
Institute, annual exhibit and symposium 
on store display advertising, Waldorf-As- 
toria, New York 

April 13-14. Advertising Federation of 
America, Fourth District, Orlando, Fla. 

April 14-18. Financial Public Relations 
Assn., midyear meeting, Dallas, Tex 


April 15-19. National Assn. of Broad- 
casters, 29th annual convention, Hotel 
Stevens, Chicago 

April 17-20 American Management 
Assn., packaging conference, Atlantic 
City, N. J 


April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York 

April 29-May 2. National Newspaper 
Promotion Assn annual convention, 
Wardman Park Hotel, Washington, D. C 

May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va 


May 17-18. Public Utilities Advertising 
Assn., annual convention, Hotel New 
Yorker, New York 

May 21-22. Inland Daily Press Assn., 


spring meeting, Congress Hotel, Chicago 
*“May 31-June 2. National Sales Execu- 


tives convention, Waldorf-Astoria, New 
York 
June 10-13. Advertising Federation of 


America, annual convention and exhibit, 
Hotel Chase, St. Louis 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopol- 
itan Hotel, Denver 

June 20-22. American Marketing Assn 
conference, Hotel Statler, Detroit. 

June 24-27. National Industrial Ad- 
vertisers Assn.. annual conference, Wal- 
dort-Astoria, New York 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3lst annual 
convention, Mount Royal Hotel, Montreal, 
Can 


PORT HURON 


MICHIGAN 
\ Wealthy Market For Your Product 
Blanketed By The 
PORT HURON TIMES HERALD 
1. Port Huron is one of Michigan's 
Ke y Cities over 58,000 pop. 
2. Buying center for the Thumb 
and River District. 
3. Diversified Industry & Farming 
SEND FOR OUR PORT HURON MARKET FOLDER 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 
politan Hotel, Denver. 

*July 7-13. International Advertising 
Conference, London, England. Registra- 
tion through Elon G. Borton, Advertising 
Federation of America, 330 W. 42nd St., 
New York 18. 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 


tennial Exposition, Hotel Astor, New 
York 
Sept. 23-27. Advertising Specialty Na- 


tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Oct. 13-16. Mail 
. 30th annual 
Schroeder, Milwaukee 

Oct. 15-16. Inland Daily Press Assn., 


Advertising Service 
convention, Hotel 


67th annual meeting, Congress Hotel, 
Chicago. 
Oct. 15-16. Agricultural Publishers 


Assn., annual meeting, Chicago 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston. 

Nov. 26-29. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

December (date not yet set), American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston 


Names Shaw & Schreiber 


Ardmore Products Co., Ardmore, 
Pa., manufacturer of sanitary 
hardware, has placed its advertis- 
ing with Shaw & Schreiber, Phila- 
delphia. 


CKNW Appoints Three 


Phil Baldwin has been appointed | 
advertising director of| 


national 
CKNW, New Westminster, 
Hugh Wallace has 


B. C. 


minster and Al Klenman has been 


made local sales manager of the 


Vancouver office. 


NBC Appoints Two 

Joseph Goodfellow, former 
WNBC, New York, account execu- 
tive, and George Dietrich, ex-gen- 
eral manager of Radiotime Inc., 
have been named radio account ex- 
ecutives in the spot sales depart- 
ment of National Broadcasting Co., 
New York. 
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been named | 
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VIRGINIA 


A Rich Industrial Center Of 66,270 
Population Reached Only By 


THE PORTSMOUTH STAR 


Per family buying power $4,046 
Fffective buying income $90,220,000 
| City circulation coverage 112% 

An ideal test market. 


WE WILL COOPERATE—ASK FOR INFORMATION 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


— GET OUR CITY ZONE FOLDER — 


AMERICAN BUILDER 3 


Reaches 90,000 building men 
at the peak of the buying season 


All regular monthly features 


and departments will 
. 


Regular advertising ‘rates 
apply for the Directory Issue 


eh Se 


roman 


The Directory Issue with 
year-round sales value 
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be included 


Terminal Tower, Cleveland 
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BUILDER is the Readbook of the 
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AMERICAN BUILDER 


Brooks Bidg., Ann Arbor, Mich. 


nae 


BE PUBLISHED APRIL 1951 


Peat ERR en ee ae RS Un Mee Py ae Ss. 


PRODUCTS SECTION 


i. 


TRADE NAMES SECTION ; 


NAMES AND ADDRESSES OF MFRS. 


printed on special colored stock and 
bound into the April issue as ONE Unit 


Your product story in the big AMERICAN BUILDER 


oe 
& 


Directory Issue can be your best salesman-in-print 
—on the job, all year-round—in 90,000 places at 


* 2909 Maple Ave., Dalles 4, Texas + 
° 815 W. Fifth St., Los Angeles 13, Col 


A SU 


4 
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Light Construition Industry — 


the same time. Catalog your entire line—show all your 
products. Tell a complete product story. This is a year- 
round Buying Guide used by America’s top building men— 
contractors, builders, dealers, jobbers. 


Help them buy your product. Give them specifications 
and data, diagrams and pictures showing the advantages 
of your products. Make your ad a working ad. It’s im- 
portant to be HERE when buyers are seeking information 
about your product. And, advertisers get star listings in 
all 3 sections. 


Get the complete story from your nearest AMERICAN 
BUILDER representative. 


79 West Monroe Street, Chicago 3, ii. 
30 Church Street, New York 7, N. Y. 
514 Terminal Sales Bidg., Portland, Ore 


BOARDMAN PUBLICATION 


ie epee MEN eae a x oe vo ; rn A ae eee ee | ee ae 
ne aoe oe ee: — ii) 6hOl a | ee, 
ne 

See 

| FS ge 
ke ai ’ ae see 

ME Coming Po Ce ae 
| HE Conventions es ue 
a ae Peg ¢ shes em 

| ee Pd ote 
>) ae 

% 

es —-——~— KA 
: —— : Tie 
| ae 
Bae 
| nna icc > ow a or oy. 
a myn 

RESERVE SPACE NOW... 
, ‘4 Beet 
; | } “4 ee f 
' : Ai ae 
ee . es . 1 . L % § Y ot a 

2 BE EOE ’ 2 [> . Ge @ . op 

a. i f _— > wap | Pres 

— * hn at ae \ ; as Sad 

Dee Tnere | . 
| KULDL =a — 
F | ¥) Ug e L ul i ae Tash aM - ; mm - 

UU Sea | °Aects Section — 

j es ' i] anes 
C \ : won, eS, 
; a | . 
: CI iN Bs=' LS ss 

| + ma mr = Ee 
i (eae | an 
it ‘ ar y a 
i - 6 Se / = 
i! 9st an, | , oe 
1 Qlosin4 om a & 
i oR space . _\— | 3 
a in F ’ ary 2 pewey ns / | ate 
. ih Febru a oe — "| | bee 
——— >: =e Poe 
ia PLA Se | en Co Beet 
| FOR comptere 3" ee ae \ FF. 
1 i march Sf f es ou F 
} } < SS : —_ y, ae 
S — ee eae 

| Pe a 

| ° es 

| Pe ee 

»' oor OY ae 
FS ee oe 

a - oe 

Hee tee 

Hees Saar 

dete oo 

ee Be ch 

as bis. 

ue eS 

av ertisin’d Be 

ne tenn ake 

| chi Study ee ee 

| Reader \p Se Agee 

f ee ee ee: 

! hk , ' — ares 

, ae SS, ee ee ep ae 

| re ae 

ibe e ha 


Sd 


4 see eee 


A ARR RS 


s 


44 


W]Z-TV Boosts Rates 


WJZ-TV, New York, will in- 
crease its basic hourly rate from 
$2,200 to $3,100, effective Feb. 1. 
Rates in other classifications—in- 
cluding program and spot time— 
will be raised proportionally. WJZ- 
TV is the fourth New York video 
outlet to boost time costs in 1951. 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market In Massachusetts 
Covered By 


The 
QUINCY PATRIOT-LEDGER 
#109,695,000 Effective buying 
income 

$85,616,000 Retail Sales 
Quality of market index 104 
Advertise and sell in Quincy 
ASK FOR OUR RETAIL DISTRIBUTION SURVEY 

Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
‘in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Radio and TV Networks Sign Up Man y 
Sponsors Since Jan. 1; Few Are Lost 


New York, Jan. 11—The first 
weeks of 1951 have been busy ones 
for the networks’ radio and tele- 
vision salesmen, judging by the 
amount of business rolling in. 

Procter & Gamble, through 
Compton Advertising, has signed to 
sponsor the 2-2:15 p. m., EST, seg- 
ment of the Garry Moore show 
over CBS-TV. This is a Monday- 
through-Friday purchase for Ivory 
soap and Duz, starting Jan. 29. 

The comedian acquires another 
new sponsor Jan. 16, when Quaker 
Oats Co. (Price, Robinson & 
Frank) will begin airing the 2:15- 


sellout for the last half of the 
hour telecast, which features an 
assortment of regular artists and 
occasional guest stars. 

C. A. Swanson & Sons, Omaha, 
on alternate weeks will sponsor 
the first half-hour (6-6:30 p. m., 
EST) of the new “Ted Mack’s 
Family Hour” on ABC-TV, begin- 
ning Feb. 25. Tatham-Laird is the 
agency. 


@ Sale of the week for CBS radio 
was made to Colgate-Palmolive- 
Peet Co. The time (3:15-3:30 p. m., 
EST, Monday through Friday) was 


2:30 p.m., EST, portion of the|bought through William Esty & 
show on Tuesdays and Thursdays. | Co. for a soap opera, the title to be 
Cavalier cigarets (William Esty & announced later. 


Co.) 
other three days of the week. 


carries that 15 minutes the) 


Bonafide Mills, which began 
having budget troubles when tal- 


This gives Mr. Moore a complete! ent costs on “Versatile Varieties” 


went up 75% early in December 
as a result of Television Author-| 
ity’s new wage scale (AA, Jan. 1), | 
has given up its Friday night spot | 
on NBC-TV. (Campbell Soup Co., 
through Ward Wheelock Co., will 
take over the half-hour for a new 
Henry Morgan Show.) 

As of Jan. 28, the company will 
switch its TV attentions to the day- 
time audience. A new 30-minute 
children’s show, “Versatile Vari- 
eties, Junior Edition,” will be seen 
starting that date at 11:30 a.m., 
EST, over CBS-TV. Gibraltar Ad- 
vertising Agency handles this ac- 
count. 


e Other new business at Colum- 
bia: 

Campana Sales Co., through 
Wallace-Ferry-Hanly, a weekly 
five-minute radio newscast with 
Bill Shadel, starting Jan. 27 at 
11 a.m., EST, replacing Seeman 
Bros., which has canceled. 


Aiming for the Mountain-West market? 
Here|are 3 things you ought to know — 


92,857.* 


. The Salt Lake City Deseret News gives you nearly 2/2 
times more coverage than any other evening newspaper 
in the Salt Lake-Mountain West market. 


2. Circulation has increased more than 131% in 3 years. 


3. Daily circulation now stands at an all-time high of 


More and more the best advertising buy in 
the rapidly growing Mountain West market 


Salt 


DESERET 


Serves The Mountain West — Daily and Sunday 


National Rep 


Lake 


City 


resentative 


Cresmer & 


NEWS 


Woodward, 


* Publisher's 
June 30, 1950 
Interim Stotement 
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Sterling Drug Co., through Dan- 
cer-Fitzgerald-Sample, a 15-min- 
ute AM news show, starting Feb. 
4 at 3 p.m., EST. 

On the debit side: Luden’s Inc. 
(J. M. Mathes Inc.) will drop its 
portion—10: 15-10:30 p.m., EST— 
of the simulcast, “Sing It Again,” 
at the end of this month. 

NBC summarized its recent 
client acquisitions in an announce- 
ment from John K. Herbert, vice- 
president and general sales man- 
ager of the radio network, who re- 
ported several new sponsors—in- 
cluding some previously published 
and a one-week buy on “Operation 
Tandem” by Buick Division, Gen- 
eral Motors Corp. (via Kudner 
Agency). 


e Among the new NBC business: 

Pepsi-Cola Co., through Biow 
Co., a musical show which will 
tour Army camps, to be heard 
Sundays at 5 p.m., EST, starting 
Feb. 4. 

Mutual Benefit Health & Acci- 
dent Assn., through Bozell & Ja- 
cobs, “On The Line” with Bob 
Considine, Sundays at 2:30 p.m., 


_EST, starting Jan. 21. 


Trans-World Airlines, through 
Batten, Barton, Durstine & Osborn, 
“Mr. and Mrs. Blandings,” Sundays 
at 5:30 p.m., EST, starting Jan. 21. 

E. R. Squibb & Sons, through 
Cunningham & Walsh, Arturo Tos- 
canini and NBC Symphony, Sat- 
urday nights, starting Jan. 27. 


'N. Y. News’ Promotes 
Admen Cochrane, Glass 


New York News has promoted 
Thomas J. Cochrane to the post 
of advertising director and named 
John H. Glass to succeed him as 
advertising manager. Previously, 
Mr. Glass had been local adver- 
tising manager. 

Mr. Cochrane joined the News 
in 1919 as the first fulltime mem- 


John Gloss 


Thomas Cochrane 


ber of the advertising department. 
Before that he was with the Chi- 
cago Tribune. He became advertis- 
ing manager of the News in 1946. 
Mr. Glass started his career with 
the Chicago Tribune in 1910 and 
later went to the Louisville Cour- 
ier-Journal. He joined the News 
in 1921. 


Pittsburgh Admen to Honor 
Chapple, NIAA President 


The Industrial Advertising 
Council of Pittsburgh, in colla- 
boration with the local advertising 
club and various local chapters of 
national advertising, marketing 
and sales organizations, will spon- 
sor a Bennett S. Chapple Jr. testi- 
monial dinner at the Schenley Ho- 
tel, Thursday, Jan. 18 

Mr. Chapple is assistant vice- 
president of United States Steel 
Corp. and president of the National 
Industrial Advertisers Assn. The 
speaker of the evening will be Maj. 
Gen. Charles L. Bolte, director of 
plans and operations of the general 
staff, U.S. Army, who will deliver 
an off-the-record talk. 


ROCKY MOUNT 


NORTH CAROLINA 


One Of The Nine Largest Cities In 
North Carolina Reached By 


The Evening & Sunday Telegram 
A modern industrial city, largest 
east of Raleigh and north of Wil- 
mington, offering a field rich in 
Agriculture, Manufacturing, To- 
bacco Culture & Marketing. 

SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Along the Media Path 


e TV Digest, Philadelphia, has 
launched a campaign to help curb 
unscrupulous television service 
organizations. In the opening arti- 
cle of the series, the magazine 
blamed retailers for demanding 
kick-backs on contracts and also 
blamed manufacturers for improp- 
erly inspecting sets before shipping 
them from tne factories. The pub- 
lication suggested that all mer- 
chandising levels screen new serv- 
ice companies and check up on 
currently operating organizations. 


e@ Redbook’s total circulation in 
the last six months of 1950 is ex- 
pected to average more than 2,000,- 
000—the largest in the magazine’s 
history. The increase (approxi- 
mately 40,000) is attributed almost 
entirely to gains in newsstand sales 
by the publication. 


e@ The Journal of Commerce, New 
York, has issued its 1951 edition 
of “New Products & Services,” an 
80-page compilation of more than 
1,000 innovations just marketed by 
more than 750 manufacturers. 
Gadgets for the home, auto, for 
children, for the office and farm, 
etc., are fully described and cross- 
indexed. The price is 50¢. 


e The research department of 
True has compiled data on news- 
stand sales of leading magazines 
“with any appeal to men” and the 
number of dollars spent at the 
newsstand per issue (based on 
January-June ABC statements). 
The figures are as follows: 


Newsstand Newsstand 

Sales Revenue 

Per Issue 

Life 1,817,330 $363,466 
True 1,262,979 315,744 
Look 1,313,460 262,692 

Saturday 

Evening Post 1,674,660 251,199 
Cosmopolitan 685,240 239,834 
American 900,513 225,128 
Redbook 871,705 217,926 
Argosy 827,125 206,781 
Esquire 395,061 197,530 
Holiday 267,788 133,895 
Collier's 811,945 121,791 
Time 273,023 54,604 
Newsweek 118,166 23,633 


e A Hopalong Cassidy hat meas- 
uring 90x35’ was hung between 
the first and fourth floors of the 
San Francisco Examiner's building 
as part of the paper’s promotion of 
the Hopalong Cassidy comic strip, 
which began Jan. 7 in the Sunday 
comic section. The hat theme also 
was used in rack cards, truck 
cards, cut-out toys, newspaper ads 
and TV spot announcements. 


e Stations KFI and KFI-TV, Los 
Angeles, gave advertisers free an- 
nouncements on special Christmas 
party broadcasts by the stations. 


e@ The Muscatine Journal cele- 
brated the New Year with a spe- 
cial year-end edition on Dec. 29. 
The Iowa paper published a 96- 
page issue (plus a 32-page tabloid 
section) reviewing the year’s ma- 
jor events. 


e Station KTTV, Los Angeles, has 
issued an unusual promotion piece 
showing the front pages of news- 
papers in cities from 50 to 216 
miles from Los Angeles. The seven 


NORTH CAROLINA 
You can’t cover the South’s No. 1 
State — North Carolina — without 
The Salisbury POST, because only 
The Salisbury POST COVERS 
North Carolina’s No. 1 PER 
CAPITA RETAIL MARKET. 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 

— GET OUR CITY ZONE FOLDER 


papers shown ali carry program 


| logs of KTTV. 


e@ Meredith Publishing Co., Des 
Moines, has published a new edi- 
tion of the Better Homes & Gardens 
“Home Building Ideas” book. More 
than 600 building and appliance 
advertisers are listed in the 204- 
page annual. Accounts which used 
space in BH&G in 1950 are listed 
in a special index. The price is $1. 


e@ The News, Lebanon, Pa., opened 
the new year with the first in a 
series of weekly news telecasts 
from Station WGAL-TV, Lancas- 
ter, 25 miles away. Convinced that 
Lebanon's estimated 8,000 TV fam- 
ilies would enjoy localized tele- 
casts, the paper bought time on 
the Lancaster station for the pur- 
pose of reviewing political news 
and sports events in the Lebanon 


MILLION-DOLLAR CENTER—Cleveland’s Station WHK expects 25,000 representatives 

of business and industry to visit its new radio center Feb. 5-10. This new 105,600- 

square-foot project includes 3,000 feet for seven studios and other facilities for 
WHK and United Broadcasting Co. 


area during the preceding week. 
Response to the telecasts, the paper 
says, was “enthusiastic.” 


e@ Building Supply News devotes 
a major portion of its January is- 
sue to “Nine Sales & Profit Plans 
for 1951." The articles cover build- 
ing cash sales and farm business, 


sales training, point of sale ma-| 2- 


terial, new products and cost-cut- 
ting ideas. Purpose of the special 
issue is to present detailed plans 
for meeting problems which will 
arise in 1951. 


e The fifth annual St. Louis Star- 
Times “Forward” edition, present- | 
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ing a review and commentary on 
political and economic affairs, was 
issued Dec. 29. Local and national 
personages contributed special ar- 
ticles to the 76-page issue. 


@ About 250 pages of advertising 
already have been sold for Quick's 
1951 issues—nearly four times as 
many pages as it carried last year. 
Advertising first appeared in the 
magazine on April 3, 1950. 


SHEBOYGAN 


WISCONSIN 
A Wealthy Market For Your Product 
Blanketed With The 


SHEBOYGAN PRESS 
1. Sheboygan is one of Wisconsin's 
key cities over 50,000 population. 
Home of Prange’s, world’s larg- 
est department store in a city 
the size of Sheboygan. 
Diversified Industry. 


SEND FOR OUR SHEBOYGAN MARKET FOLDER - 
Nationally Represented by 


ARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


3. 


in all principal advertising centers 


—— GET OUR CITY ZONE FOLDER - 


How do we know 
9 out of 10 

shoppers use the 
‘Yellow Pages’... 


ir 


ea on 119 
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W:E KNOW .. . because we check with 
homeowners, housewives and businessmen 
. . . in big cities and small towns 
throughout the nation. The results . . . 


9 out of 10 tell us “‘Yes, I 


use the ‘yellow 


pages’ of the telephone directory to find 


where to buy the things I 


need.”’ 


This ‘yellow pages’ buying habit has been 
growing for over sixty years. And with it 
has been growing the use of Trade Mark 
Service by America’s leading firms— 


authorized dealers. 


manufacturers of consumer and 

industrial branded products. 

Trade Mark Service, the dealer 
identification plan, associates your 
trade-mark or brand name with a list of 
your dealers in the ‘yellow pages’. It 
channels the buying urge your advertising 
creates . . . directs prospects right to your 


To find out more about Trade Mark Service 


and how it will localize your national 


advertising, just — 


CALL YOUR LOCAL TELEPHONE BUSINESS OFFICE OR 
SEE THE LATEST ISSUE OF STANDARD RATE AND DATA 
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Two Accounts to Dowd 
Glenwood Range Co., Taunton, 
Mass., and Carillon Importers Ltd., 
New York, have named John C. 
Dowd Inc., Boston, and Dowd, Red- 
field & Johnstone, New York, as 
iheir advertising agency. For Caril- 
lon, previously a direct advertiser, 
the agency will handle Grand Mar- 
nier, Pernod, Clarac Silver dry 
vermouth, Chauvenet Red Cap 
Sparkling wine and Dopff wines. 


TORONTO, CANADA 


Capital City of Ontario Canada's Richest 

Province Having One-Third of Canada’s 

Total Populat —. and 42% , a Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Ca nada ) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
Ontario centers 
SEND FOR OUR COMPLETE DETAILED MARKET FACTS 


Represented Lo United States By 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Publishes Type Face Booklet 


American Type Founders, Eliza- 
beth, N. J., has published a 12- 
page booklet by Lucian Bernhard 
telling how to use Bernhard Mod- 
ern, Bernhard Modern Bold and 
Bernhard Tango type faces. ATF 
is mailing the booklet, accompa- 
nied by three four-page specimen 
sheets, to printers, typographers, 
advertising agencies, artists, type 
specifiers and those who work with 
type reproduction. The four-page 
specimen sheets show the size 
ranges of each of the Bernhard 
faces available. This booklet is 
the second of a series. The first 
was on Bulmer. One on Lydians is 
in preparation. 


Ticker Publishing Names Two 


Ticker Publishing Co., New 
York, publisher of Magazine of 
Wall Street & Business Analyst, 
has named Lawrence G. Chait, for- 
me: advertising manager of Ar- 
thur Wiesenberger & Co., as assist- 
ant to the president, C. G. Wyckoff. 
Robert B. Birnbaum, formerly cir- 
culation director of Reporter Pub- 


lications, has been named circula- | 


1 
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DEPARTMENT STORE 


SALES INDEX 


935.39 EQUALS 100 


Federal Reserve Figures on Department Store Sales 


WASHINGTON, Jan. 8—Depart- 
ment store sales in the week after 
Christmas were off, as expected, 
from the preceding week, but dol- 
lar volume for the U.S. was 20% 
higher than in the corresponding 
week of 1949. 

The dollar volume of retail 
sales during the last three weeks 
of December, 1950, ranged from 
about to [7% higher than in 
the corresponding period of 1949, 


70 
i“ 


and surpassed the record sales in| 


the same period in 1948. 
Post-holiday clearance sales and 
cooler weather were credited with 
stimulating increased sales in the 
last week of 1950. It is important 
to note, however, that the increases 
reflect a heavy demand for soft 
goods rather than for appliances, 
since department stores are 


tion director, effective Jan. 15. !“heavy” on the former and 


“lighter” on the latter than the na- 
tional averages. 

Moreover, Federal Reserve 
Board figures are based on dollar 
volume, not unit volume. Price 
increases undoubtedly played an 
important role in building the rec- 
ord figures last month. 


@ Greatest increase in sales dur- 
ing the week ended Dec. 30 were 
recorded by the Dallas and San 
Francisco districts (up 26% and 
25%, respectively). The Cleveland 
area was up 24% and the Chicago 
district reported an increase of 
23%. 

Greatest gains among the cities 
reporting were those of Rochester 
(up 37%), Oakland (up 36%) and 
Seattle (up 35%). None of the 
cities or districts reported losses, 
as compared with the preceding 


aa A TERETE LI OE 
a0 aI OO TO LIM, 


MAGAZINE FOR MEN 2 


Linage Up 
10.7% 


Last Six Months! 


For 1950, ESQUIRE advertising linage was up 
significantly over 1949. In the last six months’ 
period alone, the gain was 10.7%. 


And ESQUIRE circulation also continued to 
gain! The December, 1950 issue delivered an 
all-time ESQUIRE circulation high of 869,000 
— was the 42nd consecutive issue to show a 
circulation gain over the same issue of the 
year preceding. 


Week to Dec. 30, '50* p237 
Week to Dec. 31, °49*..197 
Week to Dec. 23, '50*..639 
Week to Dec. 24, '49*..541 
Week to Dec. 16, '50*..638 
Week to Dec. 17, “49*..584 
pPreliminary. 

*Not adjusted seasonally. 


year, although New England cities 
recorded somewhat smaller gains 
than did cities elsewhere. 

Best showings for the entire year 
of 1950 were made by cities in the 
Dallas district, including Dallas, 


Fort Worth, San Antonio and 
Houston. 
% Change from ‘4 
Week Ended 
Federal Keserve Dec. Dec. Dec. 
District and City 16 23 wo 
UNITED STATES ® ris ree 
Beston District 6 5 10 
New Haven 8 15 7 
Boston 5 14 13 
Springfield 12 19 3 
Providence 7 15 5 
New York District 9 rit 18 
Newark 13 21 25 
Buffalo 5 ri3 30 
New York 8 rig 4 
Rochester 10 16 37 
Syracuse 17 21 20 
Philadelphia District i uu * 
Philadelphia 6 ria 16 
Cleveland District lo 28 a 
Akron 22 20 19 
Cincinnati 12 16 26 
Cleveland 22 26 22 
Columbus 15 17 15 
Toledo 16 21 26 
Erie 17 20 28 
Pittsburgh 26 27 
Richmond District —2 ree 16 
Washington 8 17 i9 
Baltimore 8 4 14 
Atlanta District 10 1% Wu 
Birmingham r7 18 
Miami 12 12 e 
Atlanta 9 1 16 
New Orleans 2 8 ° 
Nashville 10 16 12 
Chicago District 1 orto 23 
Chicago 10 15 4 
Indianapolis 17 27 19 
Detroit i5 24 31 
Milwaukee 16 20 33 
St. Leuis District 2 =6rhs 1” 
Little Rock 4 9 16 
Louisville 16 12 12 
St. Louis 10 4 18 
Memphis 4 12 11 
Minneapolis District i 5 ” 
Minneapolis 10 16 24 
St. Paul 0 13 9 
Duluth-Superior 17 19 4 
Kansas City District ” rig 2 
Denver 6 15 30 
Wichita l4 31 17 
Kansas City 12 22 18 
St. Joseph 5 11 6 
Oklahoma City 4 14 22 
Tulsa 12 15 24 
Dallas District ” 72 66 
Dallas 3 «6r22 30 
Fort Worth r3 14 26 
Houston 18 24 25 
San Antonio 5 10 20 
San Francisco District 7 «6h 23 
Los Angeles Area 2 9 24 
Oakland 12 17 36 
San Francisco 7 15 21 
Portland 7 18 28 
Salt Lake City 7 15 21 
Seattle 15 29 35 
*Data not available 
rRevised 
Appoints Fuller & Laux 
Hunting & Fishing, combined 
with Outdoorsman, Chicago, has 


announced the appointment of 
Fuller & Laux, New York pub- 
lishers’ consultant, to handle its 
promotion. The magazine is the re- 
sult of a recent merger of Hunting 
& Fishing, Boston, and Outdoors- 
man, Chicago. 


Appoints Lovick Agency 

Oland & Sons Ltd., Halifax, N. 
|S., brewer, has appointed James 
Lovick & Co., Montreal, as its 
agency. Magazine and newspaper 
copy will feature four major Euro- 
pean awards won in 1950 by 
Oland’s ales. 


CHARLESTON 


WEST VIRGINIA 
Charleston, The Largest City in West 
Virginia Is Blanketed By 


THE CHARLESTON DAILY MAIL 

1. The Daily Mail, Charleston's 
only evening newspaper. 

2. The Daily Mail, West Virginia's 
largest afternoon paper. 

%. The Daily Mail leads in retail 
food advertising. 


ASK FOR ADDITIONAL MARKET 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal centers 
— GET OUR CITY ZONE FOLDER — 


FACTS 
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Shryock Reviews 
History of ABC's 
‘Paid Only’ Rule 


Boston, Jan. 9—Asserting that 
the problem of whether or not the 
Audit Bureau of Circulations 
should audit the unpaid portion of 
the distribution of its member pub- 
lications should be approached 
“scientifically or factually, and 
not emotionally,” James N. Shry- 
ock, executive vice-president and 
managing director of the ABC, ex- 
plained the historical background 
of the controversy in a speech pre- 
pared for delivery to the Technical 
Advertising Assn. here last Thurs- | 
day. 

During the first eight years of 
its existence, Mr. Shryock said, the 
ABC audited publications with 
both paid and unpaid circulation. 
But: 


es “In the annual meeting of the 
membership held in 1922 the ma- 
jority of the membership reached 
the conclusion that there was a 
distinct difference between paid 
and unpaid distribution and that 
standards defining net paid cir- 
culation could not be applied to 
unpaid distribution and that there- 
fore it would be in the best inter- 
ests of the bureau to have stand- 
ards defining only net paid; that 
its membership be limited to pub- 
lications having 50% or more of 
paid circulation and that the bu- 
reau should restrict its auditing, 
with some minor exceptions, to 
that part of distribution that could 
be audited in terms of standards 
defining net paid.” 

There was a division of opinion 
on the subject, both in the ABC 
board and among the membership, 
Mr. Shryock reported. “It is of 
special interest to advertisers to 
note that of the 47 advertiser 
members voting in a special mail 
ballot following the 1921 meeting, 
25 voted to exclude from member- 
ship publications having less than 
50% net paid, and 22 voted to re- 
tain them in membership.” At the 
1922 meeting, 772% out of 879% 
votes were cast in favor of limiting 
membership to those with 50% or 
more paid. 


s Recalling that the most recent 
change in the by-laws requires 
70% or more net paid to qualify 
for membership, Mr. Shryock said 
a study of publishers’ statements 
for the six months ending Dec. 31, 
1949, “discloses that the total dis- 
tribution of the business paper 
members of the ABC having 70% 
or more paid circulation is 4,655,- | 
042, and that of this total distribu- 
tion only 203,306 copies, or 4% 
are listed unde 

‘exchanges, complimentary, sub- | 
scription salesmen, samples and | 
employes.’ 

“I have neglected to point out,” 
he said, “that there is only one field 
involved and that is the business | 
paper field. There is no similar | 
problem in this connection in the 
general magazine field, the news- 


DAYTONA BEACH 


THE DAYTONA "BEACH Nt NEWS-JOURMAL 
1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. 
Over $55,000,000 effective buying in- 


come. 

‘ oe 000,000 retail sales. 

1 ag market index of 140. 

. 1949 total advertising 10,066,667 li 

. National advertising gain 20.58%, 
co! to Nation's average 14.80%. 

SEND FOR R gue ADVERTISERS’ MERCHANDISING PLAN 

Represen: By Vv. J. oO wer Jr. n Jacksonville 

And Nationally ted By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
-in all principal advertising centers © 
GET OUR CITY ZONE FOLDER - 


paper field or the farm publica- 
tion field. 

“I think I should also point out, 
and I do so without comment, that 
in the general magazine and news- 
paper fields approximately 40% of 
the publishers’ income is derived 
from circulation revenue and ap- 
proximately 60% from advertis- 
ing revenue.” 


Acquires Tracy Mig. Co. 
Edgewater Steel Co., Pittsburgh, 
has acquired the name, plant and 


substantially all of the other as- 
sets of the Tracy Mfg. Co., Pitts- 
burgh, maker of kitchen sinks and 
cabinets. The Tracy plant will be 
operated under the name of Tracy 
Mfg. Co., division of Edgewater 
Steel Co. Charles Wiener, who has 
been president of Tracy, is retiring 
from its activities. 


WGET Joins Progressive 

WGET, Gettysburg, Pa., has af- 
filiated with the Progressive 
Broadcasting System. The 250-watt 
daytime station went on the air in 
August, 1950. 


Slates Bill to Protect 


Television Set Owners 
Assembly man J. Sidney Levine, 
of Brooklyn, has said he will intro- 
duce a bill to protect television 
owners against bankrupt service 
companies when the New York 
legislature convenes. The law 
would require service companies 
to deposit a percentage of fees paid 
on contracts in a trust or to file 
a bond guaranteeing service to 
contractors paying for it. Both 
houses passed a similar bill pro- 
posed last year by Mr. Levine, but 
Gov. Thomas Dewey vetoed it. 
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To Push New Soap Wrapper 

Colgate-Palmolive-Peet Co., Jer- 
sey City, will use half- to full-page 
color ads this year to introduce a 
new pink wrapper for its Cash- 
mere Bouquet soap. The schedule 
includes The American Weekly, 
Cosmopolitan, Fawcett Women's 
Group, First Three Markets Group, 
Ladies’ Home Journal, Look, Mc- 
Call’s, This Week Magazine, True 
Story Women’s Group, Woman's 
Home Companion and seven inde- 
pendent Sunday supplements. 
Sherman & Marquette, New York, 
handles the product. 


- thanks to the revolutionary economy 


of (cicokdated Enamel Papers 


Among the most significant changes in Sears’ 
latest catalogs is a great increase in the num- 
ber of pages now printed in rich full-color. 

Naturally these color pages cost more. 
But Sears’ actual sales records prove that 
this finer printing usually pays off by pro- 
ducing sales at lower cost-per-unit than 
ordinary pages for the same merchandise. 

One of the factors that has helped make 
this unusual cost ratio possible is Sears’ use 
of Consolidated Enamel Papers. Thanks to 


the revolutionary method by which they 


oe 


are made, Consolidated Enamels provide 
the high quality and printing excellence 
essential to fine color reproduction at prices 
that average 15 to 25°% below those of pre- 
mium-priced papers produced by old style 
enameling methods. 

For Sears, this means a saving of many 
thousands of dollars annually. Some of our 
smaller users save only a few hundred. 
But whatever the size of your printing needs, 
it will pay you to learn how Consolidated 


Enamel Papers do the finest jobs for less. 


ENAMEL 
PAPERS 


PRODUCTION GLOSS © MODERN GLOSS © FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY « 
Main Offices: W Rapids, Wi 


Makers of Consoweld — decorative and industrial laminates 
© Sales Offices: 135 So. La Salle St., Chicago 3, Illinois 


OC. W.P.aP. Co. 


re 


aE 


> Finest enamel paper 
quality at lower cost 
“is the direct result of 

the enameling method 
which Consolidated 
pioneered. Operating as a 
part of the papermaking 
machine, it eliminates 
many costly steps still 
required by other 
papermakers and 
produces highest quality 
paper, simultaneously 
enameled on both 

sides, ina single 
high-speed operation 
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Rhodes Appointed A. M. Promotes Carl Brooks Furniture Account to Jamian 
John J. Rhodes has been named Carl Brooks, eastern manager Mansfield Furniture Co. has ap- 
advertising manager of General of General Dry Batteries Inc., pointec Jamian Advertising & 
, Building Material Inc. and its Cleveland, has been named gener- Publicity, New York, to handle its 
; South Bend subsidiary companies, al sales manager of the company. advertising 


South Bend Lumber Co. and Great 
Lakes Distributing Corp. He suc- 
ceeds James C. Shamo, who has 
joined U. S. Slicing Machine Co., 
LaPorte, Ind., as advertising man- 


ager. 


Everitt Joins ‘Parade’ 

Edward A. Everitt, formerly 
eastern manager of Holland’s 
Magazine, has been named to the 
New York sales staff of Parade. 


Herrick Joins Ellington 

Joel Herrick, formerly with 
Reiss Advertising, has joined the 
copy department of Ellington & 
Co., New York. 
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and Donahue & Coe, his hobby 
resulted in the placement of scores 


Howard Newton, 47, 
of people in agency posts. This he 


Dies; Helped Many did without compensation to him- 
Find Agency Jobs —. 


Last May, this long-time hobby 

OLp GREENWICH, CoNN., Jan. 9— became a fulltime job when he 
Howard W. Newton, 47, veteran left D-F-S to open the Howard J. 
advertising agency executive who Newton Agency at 36 W. 44th St., 
last May resigned as vice-president New York City. 


THIS IS LEE WARD — (Another W-G Salesman) 
Lee A. Ward started selling with the Chas. H. Eddy Co., becoming President 
in 1936. In 1941 the Eddy Co. consolidated with Bryant, Griffith & Brunson. 
Lee became, and continues as President and General Manager of the resultant 
» Ward-Griffith Co. This year Lee was elected President of the American Asso- 
= ciation of Newspaper Representatives. Lee is one of our best and most active 
fo salesmen. Lee, or any one of our salesmen, is competent, ready and willing to 

_ help solve your advertising problems. Please note individual advertisements 
of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


E Park Lexington Building . Plaza 5-7028 EW YORK 
4 Wrigiey Building Superior 7-2485 CHICAGO 
Y General Motors Building Trinity 3-6365 DETROIT 
Statier Office Building Liberty 2-5669 BOSTON 
22 Marietta Street Walnut 1231 ATLANTA 
215 Builders Building 5-8020 R 
Russ Building Yukon 2-6028 SAN FRANCISCO 


and copy chief 
at Dancer-Fitz- 
gerald-Sample to 
start his own em- 
ployment agency, 
died suddenly at 
his home here 
yesterday of a 
coronary occlu- 
sion. 

Mr. Newton, 
who became an 
agency man 
when he left 
Harvard at 21, had for the past 
decade or more been interested in 
placing creative and executive 
people in agency jobs. As an ex- 


Howard W. Newton 


@ “The agency business has been 


; very good to me, and I still love 


it,” he told AA at that time. “I 
don’t feel that I am dropping ad- 
vertising; nor am I a refugee from 
pressure. Rather, I consider what 
I am now doing as very important 
to advertising. What I want to do 
is to bring my agency experience 
into the field of placement.” 


CHARLES W. NAX 

St. Louis, Jan. 10—Charles W. 
Nax, 69, executive assistant of the 
St. Louis Globe-Democrat until 
his retirement late in 1949, died of 
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ecutive with J. M. Mathes Inc. 
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The STRENGTH of our civilian economy 


may well determine our 


The problem of arming America 
for defense poses this question: 
Can we build adequate military 
strength without weakening our 
civilian economy? 
Won't critical shortages and conse- 
quent cutbacks materially reduce our 
civilian production? When basic mate- 
rials are cut back, durable goods —cars, 
refrigerators and the like—are most 
affected. Yet they represent only 13°, 
of total consumer purchases. Even all- 
out war in 44 saw durable goods cut 
back only to $7.1 billion from 1940's 
$7.9 billion! 


Shortly after Pearl Harbor the general 
forecast was that we would have to 
cut back the civilian economy we had 
then to 1933's bedrock $56 billion. 

By 1944, just the opposite proved true: 

We had expanded our production 

for civilian consumption from pre- 

war's $72 billion to $//2 billion 
and on top of that had added al- 
most $ /00 billion of war production. 
And this in the peak of war! 

Overall, this suggests that while 
building necessary defense, the nation 
should do more than “hold the line.” 
It faces the opportunity to expand 
our economy . .. and by expanding it: 
Provide a wider base for taxes, remove 
one of the basic causes of inflation, pay 
for more armament, and raise our 
standard of living. 


But to do so, we must have—not 
“business as usual”, . . but wiusual pro- 
ductivity. Even though we have prac- 
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1949 by 1955 


If we start right now, over the next few years we can have the defense 
we need . . . and, in spite of material shortages in some lines, can raise 
our standard of living by Ys. But to do it we must expand our economy. 


tically no unemployment, we can find 
the necessary man power by recruiting 
those not now gainfully employed. 
Report points the way 

While our economy can be expanded . . . 
this doesn’t say it will. To meet this 
challenge, business must raise its sights on 
productivity must get more results per 
man-hour in the factory, and in the dis- 
tribution system. In 1951, business has 
epic tasks to perform. 


You will find the facts that point 
to the potentialities of a $350 billion 
economy contained in “MARKETING IN 
A Derense Economy.” This report by 
Arno H. Johnson, J. Walter Thompson 
Company's director of research, is im- 
portant to every executive. We are also 
making it available to universities, cham- 
bers of commerce, libraries and others 
interested in the study of marketing. 


For your own copy write to the J. Walter 
Thompson Company, 420 Lexington Ave., 
New York 17, N. Y. Twenty-three other 
offices in strategic cities around the world. 


cancer here Jan. 4 after an illness 
of several months. 

Mr. Nax was associated with the 
|old St. Louis Republic until 1917 
| when he joined the Globe-Demo- 
crat as classified advertising mana- 
| ger. He continued in that position 
until 1941. 
| He was one of the charter mem- 
bers and founders of the Assn. of 
Newspaper Advertising Managers 
and served as president of that or- 
ganization for two years. 
| As executive assistant at the 
| Globe-Democrat, Mr. Nax was the 
newspaper's representative in the 
St. Louis Newspaper Publishers 
Assn. and the Inland Daily Press. 
| He was in charge of operations for 
the Globe-Democrat’s FM station, 
KWGD, which closed in the spring 
| of 1949. He was a member of the 
Missouri Athletic Club, Kiwanis 
| Club and Advertising Club of St. 
Louis. 


‘Preble Succeeds Houghton 
| as Britannica President 


| Robert C. Preble has been 
elected president of Encyclopaedia 
Britannica Inc., Chicago, it was an- 
nounced last week by Sen. William 
| Benton (D., Conn.), publisher and 
board chairman 
|of Britannica. Mr. 
| Preble has been 
executive vice- 
president of EB 
since November, 
1949. : 

He succeeds 
Harry Houghton, 
who resigned in 
order to devote 
full time to his 
duties as presi- 
dent of Muzak 
Inc., New York. 
Sen. Benton owns the common 
stock in both Britannica and Muz- 
ak. Mr. Houghton will continue to 
serve as chairman of EB’s execu- 
tive committee, and as director of 
Encyclopaedia Britannica Films 
Inc. 


Robert C. Preble 


Joins ‘Hunting & Fishing’ 

Hunting & Fishing, Chicago, has 
appointed Paul Garavatt to its 
eastern advertising staff, with 
headquarters in New York. He was 
formerly on the sales staff of 
Sports Afield 


Joins Lennen & Mitchell 

William C. Brennan, with Wil- 
liam Esty Co. for three years, has 
joined the copy department of Len- 
nen & Mitchell, New York. 


ELIZABETH 


NEW JERSEY 
A Wealthy Market For Your Product 
Covered By The 


ELIZABETH DAILY JOURNAL 
1. Metropolitan high spot of New 
Jersey. 

Union County market index 115. 
Net buying income $634,201 ,000. 
Retail sales $330,948,000. 

ASK FOR ADDITIONAL MARKET FACTS 

Nationality Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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FIRM-O-REST ORTHOPEDIC MATTRESS 


aoe-ccecceccce =-y 


SPRING ADS—Copy in Sealy Inc.'s spring 

ad series for its orthopedic mattress sug- 

gests spine-on-a-line support to avoid 
slumber slouch. 


Sealy Ups Mattress 
Budget: Will Push 
Orthopedic Line 


Cuicaco, Jan. 9—Sealy Inc., with 
an advertising budget increased 
from 30% to 35% over last year, 
will concentrate spring promotion 
plans on its Firm-O-Rest orthope- | 

; dic mattress. In little more than | 
two years, since Sealy ran its first | 
| ad for the orthopedic line in Time, | 
Firm-O-Rest has become the| 
largest single item in the com-| 
pany’s line of mattresses. 
i For the first time, Sealy will | 
f use four-color ads on a large scale. | 
| Half-page and full-page color ads 
are scheduled in Better Homes 
& Gardens, Farm & Ranch—South- 
} ern Agriculturist, Good House- 
} keeping, House Beautiful, Ladies’ 
Home Journal, Living for Young 
Homemakers, Newsweek, The Sat- 
urdey Evening Post, Successful 
| Farming, Time and True Story. 
Sealy also plans to use b&w ads 
| in the same list of publications, 
i with the addition of Parents’ Mag- 
i f azine, to promote “something new 
| in the orthopedic family”—its jun- 
ior Posturepedic mattress specifi- 
cally designed for the age group 
from 4 to 19. 


@ In addition to magazines, the 

company’s media plans include 

television, radio, trade publica- 

tions and outdoor. Dealers will re- 

ceive point of sale materials, in- 

cluding a merchandiser detailing 

a complete package of spot an- 
nouncements, mats, etc. 

| In television, Sealy will continue 

} sponsorship of its weekly “Meet 

Your Mate” show, aired Sundays 

over Station WBKB here. Begin- 


HAVERHILL 


MASSACHUSETTS 
\ Key City Of 50.696 City Zone 
Population Reached By The 
HAVERHILL GAZETTE 
1. World shoe making center. 
2. Western Electric Co. manufac- 
turing center. 
3. Effective merchandise help. 
4. Business is good in Haverhill. 
REQUEST MORE FACTS—ADVERTISE IN uL 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


ning about Feb. 1, the company 
will take over local sponsorship of 
“Calling All Detectives,” packaged 
radio show heard in Chicago over 
Station WGN. 

Olian Advertising Co. here is 
Sealy’s agency. 


SERTA PUTS EMPHASIS 
ON POINT OF SALE 

Cuicaco, Jan. 10—Serta Asso- 
ciates, with an eye on the possibili- 
ty of a shortage of trained retail 
salesmen, will devote a large por- 
tion of its spring campaign for its 
line of mattresses to merchandis- 
ing aids at the point of sale, urging 
customers to sample the company’s 
products on a self-service type of 
basis. 

Serta has increased its ad budget, 
and will use full-color and b&w 
insertions in Better Homes & Gar- 
dens, Farm Journal, Good House- 
keeping, House Beautiful, House 
Beautiful’s Guide for the Bride, 
Ladies’ Home Journal, Life, Mc- 
Call’s, Photoplay, True Experi- 
ences, True Love Story, True Story 


and Woman’s Home Companion. 
Trade publications also will be 
used. 

The company’s local factories 
will conduct individual drives using 
newspapers, radio and TV. The 
emphasis will again be on coordi- 
nating point of sale efforts toward 
the sampling campaign. 

Martin A. Rothbardt Inc. here 
handles the account. 


ENGLANDER MATTRESS 
BUDGET INCREASED 

Cuicaco, Jan. 10—Although well 
aware of present and future short- 
ages in raw materials, Englander 
Co. will push its line of mattresses 
with an increased advertising bud- 
get in national magazines. 

Full-page, four-color ads are 
scheduled in Better Homes & Gar- 
dens, Bride’s Magazine, Ladies’ 
Home Journal, Life, Living for 
Young Homemakers, Modern 
Bride, The Saturday Evening Post, 
Successful Farming and What's 
New in Home Economics. 

Englander also plans to continue 


its series in The New Yorker fea- 
turing the $300 combination of dis- 
tinguished bedrooms. Copy in the 
other ads will feature the “new 
sleep,” supplemented by emphasis 
on proper comfort and support. 

Leo Burnett Co. here handles the 
account. 


R&E Schedules All-Bran Ads 


Kenyon & Eckhardt, New York, 
has scheduled a heavy advertis- 
ing campaign to open the 1951 pro- 
motion for Kellogg’s All-Bran, fea- 
turing All-Bran muffins with jams, 
jellies and other spreads. “Kel- 
logg’s All-Bran Muffin JAMboree” 
is the theme of the campaign, 
which will run via half-page four- 
color ads in Sunday supplements, 
70-line b&w ads in approximately 
800 newspapers and radio spots on 
98 stations. 


Named Chiet Copywriter 

Ormonde Russell, formerly copy 
chief of Norman D. Waters & As- 
sociates, has joined Morey, Humm 
& Johnstone, New York, as chief 
copywriter of the appliance divi- 
sion. 
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Two Leave Kaplan Agency 

Paul F. Donelan, executive vice- 
president, and Robert M. Kaplan, 
radio department head, have re- 
signed from Ben Kaplan Advertis- 
ing, Providence, R. I. Robert Kap- 
lan has been named advertising 
manager of Duro-Togs, Lonsdale, 
R. I. Their duties are being han- 
died by Ben Kaplan, agency presi- 
dent. John R. Devereaux, former 
free-lance artist, has been named 
art director of the agency. 


In CANADA 
31% of the sales made 
in retail stores are 
made to Families reading 
The STAR WEEKLY 
ask for information 
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John McMann Advertising Company and 
National Aniline Division of Allied Chem- 
ical and Dye Corporation — For the first 
DAY-GLO page insert, using 136,000 
silk screened advertisements in 14 trade 
magazines — February, 1950, and for 
their second DAY-GLO page insert, using 
150,000 DAY-GLO Flocked advertise- 
ments—November, 1950. 


J. Walter Thompson and Shell Oil Com- 
pany—For the first coast-to-coast DAY- 
GLO 24-sheet campaign, posting a total 
of more than 6,000 billboards—June, 
1950. 


McCann-Erickson and Leisy Brewing Com- 
pany—For being the first to recognize 
and use the power of DAY-GLO in 
transit advertising, and for giving day- 
light fluorescent colors a constantly in- 
creasing place in their outdoor adver- 
tising— 1948-50. 


Mitchell, McCandless & Klaus and their 
Many Clients — For making Cleveland 
streets and highways the most colorful 
in the United States by using vivid 
DAY-GLO colors on nearly 100% of the 
advertising space on buses, street cars, 
trackless trolleys, and rapid transit trains 
in the city and suburbs —1948-50. 


Paris & Peart and the A. & P.— For being 
the first to create a box sleeve to employ 
the power of DAY-GLO in point of 
purchase displays in thousands of the 
nation’s food stores—June, 1950. 


Walker & Downing and Duquesne Brew- 
ing Company— For using 14 consecutive 
24-sheet DAY-GLO posters in a con- 
stantly increasing use of daylight fluo- 
rescent colors in their advertising—1949 
and 1950. 


LAWTER CHEMICALS, INC. 
3554 TOUHY AVENUE 
- CHICAGO 45, ILLINOIS 


SWITZER BROTHERS, INC. 


4732 


ST. CLAIR AVENUE ~ 


National Gypsum Company — For using 
DAY-GLO to wrn a house under con- 
struction into a billboard and advertise 
their fireproof Gold Bond Gypsum 
sheathing—May, 1950. 


Guyer, Newell & Ganger and the Krueger 
Brewing Company— For designing one of 
the most beautiful and effective DAY- 
GLO 24-sheet posters of the year, posted 
from Maine to Georgia, and making the 
most of it with a 5-way direct mail and 
point-of-purchase merchandising cam- 
paign which also used DAY-GLO— 
September, 1950. 


Fuller & Smith & Ross, Inc., and Westing- 
house—For being the first to use DAY- 
GLO on a distinctive series of plant 
posters as a key aid in a quality incentive 
program —June, 1950. 


Hutchins Advertising Agency and the 
Philco Corporation— For employing DAY- 
GLO on thousands of 24-sheet posters 
for both Refrigerator and TV campaigns 
simultaneously—November, 1950. 


The Massilon-Cleveland-Akron Sign Com- 
pany and Firestone Tire & Rubber Com- 
pany—For the first nation-wide use of 
point-of-purchase banners, silk screened 
in DAY-GLO colors—February, 1949. 


The Many Thousands of Other Agencies 
and Advertisers— For pioneering the use 
of daylight fluorescent colors in their 
outstanding 24-sheet posters, street car 
cards, point-of-sale displays, direct mail 
and other advertising and promotional 
applications sparked with— 


DAY-GLO's Brightest—Most Beautiful— 
Colors in the World. 


LEARN HOW DAY-GLO CAN HELP 
YOU, TOO, By Mailing this Coupon To 
Lawter or Switzer Today. 


Without charge or obligation, please send 
me full particulars about DAY-GLO, w- 
gether with a color card. 


Your Name 


Company Name _ 
Street Address 


City & State 
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Industrial Surveys 


to Put Consumer 


Panel on Probability Sample Basis 


(Continued from Page 1) | 
more nearly resembles a varsity 
halfback than the popular concept 
of a researcher) launched his first 
business venture in Peoria, at the 
age of 21. He began making tele- 
phone surveys for local merchants 
who wanted to find out the re- 
actions of customers to their stores’ 
service. 

Later, Sam started a telephone 
time service in Peoria, adding com- 
mercial “hitch-hikes” for local 
merchants—for a fee. Eventually, 
he returned to Chicago, became a 
life insurance interviewer and then 
a credit investigator, a capacity 
in which he came in contact with 
market research. 


a After two years, he decided to} 
cash in on his experience in inter- 
viewing, selling and investigation, 
and launched Industrial Surveys 
Co., with $2,500 in borrowed capi- 
tal. 

The company planned, originally, 
to handle any type of industrial 
research assignment. As subse- 
quent events have shown, however, 
Sam Barton and his staff were in- 
igued by the possibilities in con- 
mer research, and the rapid 
owth of the company dates from 
ie decision to concentrate on con- 
mer purchasing information. 


LOUISIANA 

h City In Louisiana Whose Families 
Read and Prefer 

HE SOUTHWEST CITIZEN 

isiana’s fastest growing news- 

er. Win with a winner. Adver- 

in the Southwest Citizen. We | 

help you with a full cooperative 

gram. 

FOR OUR LAKE CHARLES MARKET FOLDER 


Nationally Represented by 
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‘he Ward-Griffith Co. maintains offices 
‘in all principal advertising centers 
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The “big break” came in 1940, 
when Columbia Broadcasting Sys- 
tem contracted for a coverage study 
by “controlled mail,” instead of 
the then more customary personal 
interview technique. Sam_ per- 
suaded CBS officials that Industri- 
al Surveys’ controlled mail method 
offered a number of possible ad- 
vantages over personal interviews 


—to the extent that the company | 


also handled balanced sample jobs 
for the network in 1942 and again 
in 1944. 


@ Results of the CBS 1940 study 
convinced Sam and his crew that 
controlled mail was a valid, useful 
technique. But it still was difficult 
to convince any prospective clients. 

The company launched its Na- | 
tional Consumer Panel (based on 
the diary technique) in 1940, with- 
out a customer. But six months 
later, General Mills signed for a 
study in Indianapolis. Lord & 
Thomas came in in 1942 and, by 
the end of that year, General Mills 
and Knox Reeves Advertising 
Agency had bought an intensive 
flour and cereal study. 

From that time on, the sledding 
was easier. The panel had cost the 
company $150,000 in 1942. By 1943, | 
the loss had been cut to $75,000) 
and, in 1944, it produced a modest | 
profit. 

The current list of Industrial 
Surveys’ clients includes such com- 
panies as General Foods, Quaker 


| Oats, Bristol-Myers, Swift & Co., 


S.C. Johnson & Son, Armour & Co., 
International Cellucotton Products 
Co. and General Mills. 


@ Since 1946, when the company 
decided not to renew contracts 


| with media and agency clients (the 


list included three networks, plus 
top agencies and newspapers), In- 
dustrial Surveys Co. has concen- 


| trated its efforts on helping ad- 


vertiser clients get maximum use 
from the data they receive. 


DISCUSSING PROCEDURES—Stanley Womer (right), 


executive vice-president in 


charge of the production and research divisions of Industrial Surveys Co., discusses 
plans for compiling consumer research data with Horper Boyd (left), research di- 


rector, and A. J. Di Pietro, production 


The company is organized in 
four divisions—service, sales, pro- 
duction and research. Stanley 
Womer, who joined the company 
in October, 1941, after working for 
Dun & Bradstreet in Kansas City 
and serving as market research 
manager for Omar Inc., important 
Omaha baker, is executive vice- 
president in charge of the produc- 
tion and research divisions. 


s Curtis C. Rogers, formerly chief 
of processed foods rationing for 
OPA, joined Industrial Surveys in 


John Rhodes 


Curtis Rogers 


August, 1945, and now is execu- 
tive vice-president in charge of the 
service and sales divisions. 

In addition, John Rhodes, for- 
merly vice-president in charge of 
production in Chicago, has moved 
to the New York office as adminis- 
trative assistant to Sam Barton. 

The decision to drop agency and 
media subscribers marked a turn- 


of the pany. 
ing point in the company’s opera- 
tions. Prior to that time, Industrial 
Surveys expanded steadily, gath- 
ering more and more data for more 
and more clients. The volume of 
figures produced monthly reached 


unwieldy proportions. As a result, | 


the company revised its operating 


methods and now devotes a con-| 


siderable proportion of its time to 
finding out what the figures mean. 


@ The National Consumer Panel 
still is the backbone of Industrial 
Surveys’ business. However, it is 
slowly being shifted to a prob- 


ability sample basis for several 
reasons: 
1. The probability sample is 


“self-rejuvenating,” in that the 
same dwelling units are used even 
though panel members move. 

2. Accuracy is measurable. 

3. The grocery store audit and 
the proposed drug store audit will 
require an expanded field staff. 
This staff can also be used to 
maintain a_ probability sample. 
Thus, families in the lower income 
group, persons who travel exten- 
sively in business, persons who are 
unwilling to maintain diaries and 
illiterates, foreign-born and those 
with a low I. Q. may be included 
in the panel. 

Previously, it was impossible to 
gather accurate data on these seg- 
ments of the population because 


Edelweiss 


TH11 South Bivd., 


is invited. 


Oak Park, Illinois . 
Established 1913 


EAPLRTINGL 


You've heard it before and you'll hear it again 
... “There's no substitute for experience."’ An 
ever-increasing group of film users is learning 
that thirty-seven years of Atlas know-how is an 
important factor in the production of top quality 
motion pictures, sound slidefilms, and TV com- 
mercials. With complete creative, photographic, 
recording, and laboratory facilities under one 
roof, we are equipped to handle any job, large 
or small, with speed and efficiency. Your inquiry 


(tile ln C orporiion 


228 N. LaSalle St., Chicago 
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| of the necessity for personal calls. 
With an extensive field staff, how- 
ever, the problem is simplified. 


@ Despite the advantages of a 
probability sample over the pres- 
ent quota sample panel, a number 
of clients were reluctant to give up 
the continuity provided by the 
present panel. 

As a result, Industrial Surveys 
| will change over slowly, and main- 
tain an “overlap.” In New York, 
for example, the company has pre- 
pared reports from both samples 
since April in order to compare 
data. 

Since it will take about four 
years to shift the entire 4,500- 
family panel to a probability sam- 
ple basis, clients will be able to 
go back over continuous purchase 
records for the segments of the 
sample still on a quota basis for 
that length of time. 

The food store audit already is 
set up on a probability sample ba- 
sis, with 28 basic geographical 
areas. When the consumer panel 
shift is complete, both the panel 
and the audit will be based on the 
same areas (except, of course, for 
additional panel families). Thus 
consumer purchase figures and 
store audit data will be compar- 
able. 


@ In three cities—New York, Chi- 
cago and Los Angeles—the num- 
ber of panel families is dispropor- 
tionately large. Purpose of the 
“fortified” samples is to permit 
the company to study the impact of 
television in those markets. 

Purchase characteristics of TV 
owners and non-TV families al- 
ready have been studied. Industrial 
Surveys has not released any of 
the data, but company officials ad- 
mit that the data confirms the gen- 
erally accepted idea that TV is 
tremendously effective in moving 
food store products. 

The information derived from 
the three important television mar- 
kets is one facet of the company’s 
expansion of its facilities for the 
purpose of interpreting the data 
it compiles. 

Such data will be of infinitely 
greater value to clients, company 
officials believe, if it is presented 
with a full knowledge of a manu- 
facturer’s problems, and fitted into 
marketing plans. 


we The response to date has been 
encouraging. One client now uses 
the consumer purchase data in de- 
termining advertising appropria- 
tions. Normal seasonal sales charts 
have been worked out and the ad- 
vertising budget is adjusted six 
months ahead on the basis of the 
variation from the norm. Thus in- 
stead of allocating ad funds on the 
basis of case shipments, the bud- 
get now is set up on the basis of 
consumer purchases. 

Several clients also are using 
the figures obtained from the Na- 
tional Consumer Panel to deter- 
mine the type of promotion needed 
in any given market. 

Before launching a special push, 
for example, they determine the 
number of customers currently 
buying the product and the quan- 
tities purchased. Thus the client 
is able to judge accurately whether 
a given volume is purchased by 
a small number of high-frequency 


LYNCHBURG 


VIRGINIA 


An Industrial Center, A Virginia Key 
City Reached Through 

THE LYNCHBURG NEWS & ADVANCE 

1. Effective buying income 
$66,994,000. 

2. Quality of market index 113. 

8. City zone population 47,241. 

4. Lynchburg cannot be sold from 
the outside. 


| ADVERTISE IN LYNCHBURG-GET OUR MARKET FOLDER 
| Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal centers 
— GET OUR CITY ZONE FOLDER — 
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CONSUMER RESEARCH WORKSHOP —The last step in preporing 
client reports takes place in this section of Industrial Surveys 


buyers or by a large number of 
low-volume customers. 


@ Having decided whether a pro- 
posed campaign should attempt to 
reach more new customers or step 
up the purchases of old customers, 
it is then possible to select a mer- 
chandising gimmick to do the job. 
And it also is possible to check 
the effectiveness of the promotion. 

Following the 1946 decision to 
spend more time and effort find- 
ing out what the figures mean, In- 
dustrial Surveys developed tech- 
niques to help clients use the 
monthly reports on the U. S., va- 
rious regions and smaller units in 
production control and advertising 
control. 

The standard procedure of 
monthly reports and quarterly pre- 
sentations on market characterist- 
ics by company liaison men works 
well for most clients. 

More recently, however, several 
innovations have been added. For 
example, one client found that 
easel presentations on the entire 
market situation bi-monthly fit- 
ted into the company’s marketing 
plans better than the standard 
monthly report and quarterly pre- 
sentation procedure. 


ws Still another client decided that 
he would like to have weekly re- 
ports on an experimental basis. 
The weekly consumer panel fig- 
ures were studied in conjunction 
with food audit data in setting 
sales quotas and determining the 
required amount of advertising 
support. 

The system worked so well that 
the client has continued the week- 
ly reports—though still on an ex- 
perimental basis—and the compa- 
ny management meets with In- 
dustrial Surveys service men at 
bi-monthly intervals for complete 
reviews of the marketing situation. 

While such a procedure has pro- 
duced significant results, Industrial 
Surveys hesitates to recommend 
the service to other clients because 
of the vast increase in client serv- 
ice time required and the resulting 
large differential in cost as com- 
pared with the standard service. 


e Sam Barton is convinced that 
food marketers must know two 
things if they hope to continue in 
business: 

1. How many customers are 
there for a product and at what 
rate do they buy? 

2. At what rate are new custom- 


NORTH CAROLINA 


A Self Contained, Isolated Market 
Reached Through The 


NEW BERN SUN-JOURNAL 
We will help you merchandise your 
campaign in the Sun-Journal to 
reach the $19,249,000 effective buy- 
ing income of New Bern. Test your 
campaign in the New Bern market. 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


ers being added fo replace old cus- 
tomers that are lost? 

Decisions on product advertis- 
ing, use of sales promotion gim- 
micks, and adjustment of sales ex- 
penses, he insists, cannot be made 
with assurance until the two ques- 


Co.'s Chicago offices. Final computations are made in the report 
preparation department, shown here. 


iions are answered. 


es He contends that several of the 
largest food product marketers 
are slowly but surely headed for 
bankruptcy because of their failure 
to understand what is happening 


to their products. 

“It may take 50 years before 
they go out of business,” he told 
AA, “but they are headed in that 
direction. Introduction of new 
products every few months may 
keep them afloat for a long time, 
but the introduction of new prod- 
ucts is an expensive process and 
requires greater expenditures than 
intelligent promotion and adver- 


tising for a product that has 
achieved some market accept- 
ance.” 


Even though a food marketer! 
knows his sales to wholesalers and 
retailers, he points out, conclusions 
based on this data may be errone- 
ous. The important factors are the 
rate of consumer purchase of prod- 
ucts and trends of consumer pur- 
chasing. 


e The fact that food retailers may 
engage in occasional inventory 
speculation may lead a food manu- 
facturer to increase his capacity to 
meet what he believes is market 
“demand.” Eventually, if retail 
sales do not keep pace with sales| 
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to wholesalers or chains, there is 
a back-up in distribution pipe- 
lines 

The manufacturer then is forced 
to curtail production. If consumer 
demand for his products picks up 
again quickly and the manufactur- 
er is unable to adjust production 
accordingly, he may lose his share 
of market. 

Sam Barton emphasizes that, 


PATERSON 


NEW JERSEY 
Srd City In New Jersey Covered With 
THE PATERSON CALL 
In 1949 the Morning Call carried 
more than 7,000,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. moirtains offices 
advertising centers 

CITY ZONE FOLDER — 


in all principal 
— GET OUR 


* INVITATION to any national advertiser of a worthy 
product. Buy a four-color page in CORONET. 
If it doesn’t produce more inquiries (or direct 
sales) per dollar of cost than the same ad in Life. 
Look. Saturday Evening Post. or Collier's. then 
CORONET will refund the full cost of the page! 


‘‘..A Trusted Friend 


epee ; 


Per 


Coronet 


ADVERTISING 
RESULTS! 


And speaking of results... every single 1950 issue of 
CORONET showed a gain in advertising over the corre- 
sponding issue of 1949. CORONET advertising showed 


a gain of 3 1* for 1950! 


100% | | 
75% ADVERTISING UP 53.1% 
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4 with food products flowing through 
2 the distribution system as rapidly 
as they now do, these variations 
are seldom large enough to force a 
company out of business imme- 
diately. But with tight margins, the 
inability to make most efficient use 
of production capacity consistently 
‘* is an invitation to eventual disas- 
r ter 

data 


According to Mr. 


Barton, 


turned up by Industrial Surveys 
suggests that many food store! 
products now on the market are 
carried by advertising alone and 
are not self-sustaining. 

“If the important nationally ad- 
vertised food products had to go 
through a sales testing process [as 
if they were just being introduced | 
to discover the extent to which 
consumers would buy them with a 


YOUR NEW BABY 
now a monthly magazine 


Reaches 250,000 new and expectant 
mothers .. . just 
products end services is at peak! Distribu- 
ted by 370 leading stores and 45 major 
diaper services. 
chandising helps and locol tie- 
ins give point-of-sale support. 
You can reach and sell more 
new and expectant mothers 
through YOUR NEW BABY! 


Published by Parents’ Institute, inc., publishers of PARENTS’ MAGAZINE [| 
52 Vanderbilt Avenue, New York 17 * Atlante * Boston * Chicago * Los Angeles * Son Francisco 


when interest in baby 


Special mer- « 


reasonable amount of encourage- 
ment, the majority would never 
get on the market,” he believes. 


Meadox Names Carry] Weil 
Carryl L. Weil has resigned as 
vice-president and general man- 
ager of S. Karpen & Bros., Chicago 
furniture manufacturer, effective 
Feb. 1, to become director of Mea- 
dox Sales Co., New York, sales 
agency for Meadox Weaving Co., 
Waldwick, N. J., manufacturer of 
upholstery and drapery fabrics. 


‘Family Circle’ Ups Rate 

Family Circle, New York, will 
boost its bkw page rate from $6,325 
to $7,150, effective with the June 
issue. The four-color rate will go 
from $8.200 to $9,385. At the same 
time, the national grocery-dis- 
tributed magazine will raise its 
net paid circulation from 2,300,000 
copies to 2,600,000. 


Dowd Gets ‘Globe’ Account 

Boston Globe has switched its 
account from Harold Cabot & Co 
to John C. Dowd Inc. Both are 
Boston agencies 


James D. Woolf Talks... 


Advertising Age, January 15, 1951 


Salesense in Advertising 


Registered 
James D. Woolf, famed copywriter and 
former vice-president of J. Walter 


successes. 


Rich Rewards in the Field 
of Small Advertising 

We are surely living in an era of 
big—big business, big production, 
big national spending, big taxes, 
big armies, big wars, big bombs, 
big talk. 

And—as never before in 
history—BIG ADVERTISING. 

Advertising men and media, it 


our 


WHO SELLS YOUR PRODUCT? 


WHO BUYS YOUR PRODUCT? 


LA lO IE ttt we PD See 


Write for 
your copy 


= WHAT IS YOUR COMPETITION DOING? 


If your product is listed 
below—we have the answer 


won 
45T0% et sceyy owrveasiry 


Pom: 
SORED OF ray (VEL ame pees, 


500 typical Cleveland area homes record daily and report 
monthly on the buying of 36 basic grocery commodities. The 


112-page report for the year ending September, 1950, is 


now ready and includes buying analyses of the following 


; TODAY! products... 

: o 
All Purpose Flour Butter 

z Pancake Flour Oleomargarine 

f Biscuit Mix Shortening 
Pie Crust Mix Frozen Juices 

- Cake Mix Frozen Fruits 

Gingerbread Mix Laundry Bar Soaps 
Hot Roll Mix Scouring Powders 
Muffin Mix Household and Paint Cleaners 
Other Prepared Mixes Woter Softeners 
White Bread Bleaches 
Coffee Laundry Starch 
Instant Coffee Household Waxes and Polishes 
Packaged Tea Toilet Cake Soaps 
Tea Bags Packaged Soaps 
Cold Cereals Tuna Fish 
Hot Cereals Puddings and Pie Fillings 

a ; 6 Canned Milk Tea (in Ounces) 

iS POWER TO DO GOOD..POWER TO MOVE GOODS Dog Food Soaps (In Ounces) 

il hat ad | 
The only daily paper that adequately 
. 
f covers Metropolitan Cleveland 
? 


Thompson Co., is writing this monthly 
series of discussions on tested ideas and 
basic advertising principles. While the 
series is aimed primarily at the small 
business man who may be a neophyte at 
advertising, AA readers will find in- 
struction and entertainment in the dis- 
cussions and sidelights on advertising 


seems to me, are today so dazzled 
and bemused by Bigness that they 
are blind to—and possibly con- 
temptuous of—the rich opportunity 
for glory and profit in the field of 
little business. 

And it is possible that many po- 
tential advertisers, little fellows 
now, are so awed by Bigness in ad- 
vertising that they plod along 
without it. 


e The fact is, fortunes are being 
made today by a host of small ad- 
vertisers. Moreover, little adver- 
tisements made men rich nearly a 
century ago. 

Many of today’s big advertisers 
who got their start years ago were 
not the prodigal spenders they are 
now. A prize book of mine, “The 
Art and Science of Advertising,” 
written by George French in 1909, 
extolls the virtues of advertise- 
ments then published by Victor 
Talking Machine Co., N. K. Fair- 
banks Co., Mellin’s Food Co., 
Franco-American Food Co., Van 
Camp Packing Co., National Bis- 
cuit Co., ete 

Compared with the huge block- 
busters we see today—full-color 
bleed pages, double-page “trucks,” 
etc.—these b&w ads of 1909, some 
of them less than pages, were puny 
indeed. 


How Big Is Your Objective? 
How big do you want to be? If 
you have astronomical ambitions, 
if your goal is outstanding leader- 
ship in your field, you'll probably 
be a long time getting there with 
a campaign of modest little ads. 
But if what you want is a thriving, 
healthy, profitable business—one 
that won't be too hard on your 
blood pressure—don’t let yourself 
be intimidated by the terrific dom- 
inance of the advertising giants. 
Let's look at the record—not the 
record of 1909, but the record of 
now. Let me name for you the 
products of a number of going bus- 
inesses—and I presume profitable 
ones—that do not now and never 
have used dominant space or ra- 
dio time as regular procedure: 
Horlick’s malted milk; Angostura 
bitters; Jones Dairy Farm saus- 
ages; Schilling vanilla and spices; 
Clabber Girl baking powder; Kool- 
Aid soft drink flavors; Gorton’s 
sea foods; Crosley motor cars; Ta- 
basco pepper sauce; Salada tea. 
There are many others; I name 
only the several that occur to me 
as I write. Occasionally there have 
been splashes into large space or 
time, but over the years these ad- 
vertisers have built up consumer 
acceptance and demand with mod- 
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ADVERTISING CONSULTANT 
IN THE ST. LOUIS AREA FOR 


“The 
RIDGWAY CO. 


Resultful Advertising 
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erate expenditures for advertising. | two-incher—and what have you alone in the corner. The writer of rate card is developed and put into Babcock & Wilcox Ups Hutton 
What small ads—often only got? effect, the eastern, Pacific Coast 


three or four inches, single column 
—have done for literally hundreds 
of businesses in the proprietary 
field is known to everybody. You 
will recognize all these names: 
Mothersill’s Seasick Remedy, Bell- 
ans, Carter’s Little Liver Pills, Na- 
ture’s Remedy, Allen’s Foot Ease, 
Murine, Tonsiline. 

Dr. Scholl's Zino-pads, promoted 
for years with very small space, is 
said to be the top-seller in its field. 
St. Joseph Aspirin’s newspaper ads 
—usually an inch or two in depth— 
claim leadership in the product's 
price class. 


Unobtrusive — But Effective 
Nobody in “big time” pays much 
attention to these small advertisers. 
They are seldom awarded “Oscars” 
at advertising shows. Few text- 
books on advertising devote much 
scholarly consideration to them. 
Quietly and unobtrusively, asking 
for no applause, the small adver- 
tiser tends to his own knitting, 


wastes no time making speeches at footsore gal sitting out her dances 


ad conventions. 

My friend, Julian Lewis Wat- 
kins, has written an interesting and 
valuable book, “The 100 Greatest 
Advertisements.” I recommend it 
to every serious student of adver- 
tising. 

But, unhappily, the “100 great- 
est,” with perhaps a dozen excep- 
tions, are full-page advertisements, 
some of them originally in color. 
None of the exceptions is the type 
of ad being considered in this arti- 
cle. 


@ It isn't size that makes an ad- 
vertisement great. It isn’t lyrical 
writing. Mr. Watkins himself in- 
timates that anyone who attempts 
to name “The 100 Greatest Adver- 
tisements” is not settling the mat- 
ter, but is merely starting some- 
thing. I wish Julian would under- 
take a companion book with some 
such title as “The 100 Greatest 
Small Advertisements,” the selec- 
tions to be based on the known 
selling effectiveness of the copy 
and not on “fine writing” and 
dramatic art treatment. 

The widespread popularity of 
this excellent volume does show 
how keenly interested ad men are 
in big advertisements and how 
little thought the “best” brains in 
the business are giving to the 
problems of the small advertiser. 


Small Ads the Real Test 

I should like to make the obser- 
vation, based on a very consider- 
able experience, that the small ad 
as against the large ad is a more 
severe test of the copy man’s 
powers. Even a mediocre idea has 
a certain impact when it is dressed 
up with flaming color and costly 
art in a double-page spread. 

Little skill indeed is needed to 
plot and write a color spread for, 
say, a candy bar, said spread con- 
sisting solely of a giant reproduc- 
tion of the package and some such 
copy “punch line” as “Every Bite 
the Hite of Delite.” Boil that bit 
of “salesense” down into a little 


s A. B. C. 
America's Best Consumer garden magazine 
America’s Biggest Circulating garden 
Magazine is now a member of the 
Aucit Bureau of Circutation 

SLOWER GROWER 


The hardest-working ads_ in 
magazines and newspapers today, 
dollar for dollar, are the small ones 
ranging from 14 to about 200 lines. 
At least that has been my own ex- 
perience. 

Clever generalizations, as every 
mail order advertiser has learned, 
do not pay. The copywriter must 
exercise his noodle to find a real 
hook—a specific solution of a spe- 
cific reader problem, a quick, fast 
answer to a bona fide consumer 
want or need. His headline and the 
opening sentence in his copy must 
get at once to the heart of the mat- 
ter. If his product, for example, is 
a corn remedy, he has no space 
for preludes. He goes right to it 
hard with something like this: 
“Corns? New Magic Stops Pain In 
One Minute.” 


gw On the other hand, if he had a 
full page in color to work with, 
he’d like as not go in for a dramatic 
portrayal of a lovely but unhappy, 


the small ad must do his selling al- 
most entirely with words; he has 
no scenery. 

It has always appeared to me 
that retailers and other local ad- 
vertisers could make more effec- 
tive use of small ads. Give me any 
time plenty of frequency—say, 
five or ten inches every day—than 
an occasional big splash. The power 
of frequency—the potency of keep- 
ing everlastingly at it—is a lesson 
many faint-hearted advertisers 
never seem to learn. 

There is a real thrill, I find, in 
crowding a handful of words in 28 
lines of space and making them 
perform. 


“Wall St. Journal’ 
Clarities Its Rate Setup 
The story of the acquisition of 
the Chicago Journal of Commerce 
by the Wall Street Journal in AA 
Jan. 8 implied that the Wall Street 
Journal’s rate card which went 
into effect Jan. 1, 1951, included 
space in the Chicago paper in its 
combination rate for all editions. 
This is not the case. Until a new 


and southwestern editions of the 
Wall Street Journal may be bought 
separately or as a unit; but to in- 
clude the Chicago edition the exist- 
ing rate for the Journal of Com- 
merce must be added to Wall Street 
Journal rates. 


5 to Advertising Counselors 


Advertising Counselors Inc., Se- 
attle, has been named to handle 
the advertising of the following 
Seattle concerns: Carroll, Hedlund 
& Associates; Seattle Packing Co.; 
Associated Grocers Co-op; Wash- 
ington Hospital Service Assn 
(Blue Cross); and Planthouse, 
Mount Vernon, Wash. Roy Sparke, 
account executive, has been named 
vice-president of the agency. The 
agency has moved to larger quar- 
ters in the Chamber of Commerce 
Bldg. 


Names Mercready. Handy 

Mercready, Handy & Van Den- 
burgh, Newark, has been named to 
handle the advertising of Whit- 
taker, Clark & Daniels, New York, 
manufacturer of tale, clay and 
minerals. 


Frank E. Hutton has been ap- 
pointed by Babcock & Wilcox Co., 
New York, as executive assistant 
in charge of the application and 
sales of heat and chemical recovery 
equipment, digesters, alloy cast- 
ings and other process equipment 
for the pulp and paper industry. He 
also will direct the sales of process 
equipment and alloy castings gen- 
erally and of pulverizers for ce- 
ment, metallurgical and special ap- 
plications. Mr. Hutton joined the 
company in 1927. 


Atlantic to Air Basketball 
Atlantic Refining Co., Philadel- 
phia, has signed to sponsor broad- 
casts of all Syracuse University’s 
basketball games, and all home 
contests of Seton Hall. Station 
WAGE, Syracuse, will carry the 
Syracuse games and Station 
WNJR, Newark, will air the Seton 
Hall games. N. W. Ayer & Son, 
Philadelphia, is Atlantic's agency. 


Klaus Resigns Buchanan Post 
Erwin H. Klaus has resigned as 
marketing director of the San 
Francisco office of Buchanan & 
0. 


ji 
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John Hughes gets award plaque from 
ASTA President-elect A. L. Simmons 
for outstanding summer travel section ... 


John Hughes came to The News as a copy boy in 
1934...and at night started to slug his way through 
culture courses at Columbia. After two years on 
the coffee and sandwich beat he was graduated to 
police, and later to general assignments. 

In 1946, he covered aviation. Then as Military 
Editor, he followed major military maneuvers, in 
the Arctic, Aleutians, the Caribbean and Europe. 
Bucketing around the world with the high brass 
gave John itchy feet...In December 1947 he sold 
the office on letting him start a travel column 
titled “Wheels, Keels & Wings.” Since then his life 
has been a bowl of visas, reservations and front boy! 

He travels as plain Joe Doakes, takes nothing on 
the cuff, and is under no obligation to toss bouquets. 
Sometimes he brings along the Better Half, to get the 
woman angle. He traveled 100,000 miles last year. 

Last May he put out The News’ first Travel Section 
..-24 pages of what most people want to know when 


New York News 


— 


Ih 


they go, what to do and see. The Section clicked with 


the customers, rang up fresh receipts for resorts, hotels, 
and transportation purveyors on three continents... 
And on December 7 the American Society of Travel 
Agents tapped Hughes and The News with a special 
award for an outstanding Travel Supplement... ‘for 
continued excellence in the field of travel writing.” 
The Association examined 302 newspapers in all. 
Another of the smaller local sheets here, called The 
New York Times, got a similar Oscar. 


The TRAVEL FIELD catches on fast... in the first 
eleven months in 1950 gave The News an advertising 
gain of 83,000 lines—three times that of any other 
New York paper. 

In such a market as New York, such a paper as 
The News can hardly help sell more of everything 
from world cruises to white goods, from ice cream 
cones to investment trusts, at a lower cost... than 
almost any other medium in the world. This modest 
claim can be supported with evidence from practically 
every classification ... Ask for the facts! 
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Circulation: Total net paid (first six months 


1950 average) 232,919. SUNDAY more than 4,050,000 
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9,845,300 TV Sets in U.S. 
National Broadcasting Co., New 
York, estimates that there were 
9,845,300 television sets me in 
U.S. homes as of Dec. 1950. 
Sales during the final mF. of 
1950 probably brought the total 
te about 10,500,000 as of Jan. 
1951, the network reports. 


James D. Woolf 


Advertising 
Consultant 


Inquiries invited from 
advertisers and agencies 


Santa Fe, N. M. 


Allentown's Hess Is 


Mail Order Whirlwind 


By ALLEN SOMMERS 


ALLENTOWN, Pa., Jan. 10—This 
year, wholesale and retail condi- 
tions permitting, Hess Brothers de- 
partment store in this small city 
will stagger the imaginations of 
retail advertisers throughout the 
nation 

In fact, the advertising and pro- 
motion daring of this progressive 
store has already focused national 
attention upon it, giving some 
Philadelphia and New York de- 
partment stores a slight case of the 


Obviously 


OUTSTANDING 


Rich | 277-141-124): |Market 


PEOPLE make a basketball team. . . 
WORK makes a winner. So it is with radio. . . 


BROOKS WATSON, 


Peori- 
area’s favorite newscaster, 
rounded out in 1950 his 17th 
CONTINUOUS YEAR of 
news reporting for Central Illi- 
nois’ largest furniture store .. . 
is also sponsored by Standard 
Oil Co. (Ind.) on another news- 
cast, 


CHARLES C. CALEY 
Vice Pres. & Gen. Mgr. 


DON D. KYNASTON 
Director of Sales 


See Free & Peters 


- FIRST in the 
Heart of Illinois 


and TEAM- 
and 
particularly with WMBD. It’s 
the PEOPLE at WMBD, 
working as a team, that ac- 
count for its outstanding dom- 
inance in a competitive market. 

National CBS shows are 
popular, of course . . . but it’s 
skillful local programming with 
widely popular personalities 
that’s responsible for the lion’s 
share of the warm-hearted 
welcome WMBD receives in 
this prosperous market. 

The latest Hooper radio 
audience index (Oct.-Nov., 
1950) shows WMBD has a 
phenomenal share of the audi- 


ence! Mornings, 52.2; after- 
noons, 46.5; evenings, 54.6. 
Obviously, WMBD has a 


greater share of the audience 
in these periods than ALL 
OTHER PEORIA STA- 
TIONS COMBINED! 


fy 
tN 


OY 


| other 


jitters. 

The clue to this success, it would 
appear, lies in its advertising linage 
figures during the past three years. 
In 1948, Hess Brothers used a little 
under 4,000,000 lines of newspaper 
advertising in nine newspapers; in 
1949 that figure rose to 5,000,000 
lines almost on the nose and in the 
same number of papers. 


@ In 1950, after a daring mail or- 
der advertising venture into near- 
by cities, newspaper linage in 13 
papers rose to 6,500,000. 

Hess used radio in 1948, since 
abandoned in favor of newspapers. 
The store used television spots on 
Philadelphia stations last Christ- 
mas-time. 

This year the newspaper linage 
figure will continue to rise, and 
even though the top brass in the 
store has not fixed an advance 
budget, and will not set up such a 
budget because it is contrary to 
store policy, Hess Brothers prob- 
ably will spend well in excess of 
$500,000 in advertising in Allen- 
town, Bethlehem, Easton, Philadel- 
phia, New York and several sur- 
rounding communities, and some) 
extra in national consumer publi- | 
cations. 

To pay for this investment, thou- 
sands of housewives who never 
before will have heard of Hess 
Brothers will mail in or phone in 
orders for silverware, chinaware, | 
cosmetics and other consumer 
items from New York, Philadel- 
phia and surrounding areas. 


e Last July 23, when the store 
took a leap into the big city with 
a full-page silverware ad in the 
Philadelphia Inquirer, shouting 
“Welcome to Hess Brothers” and 
offering 134 patterns of sterling 
silverware on a 33¢-a-week club 
plan for each six-piece place set- 
ting, all the top brass in the store 
held their breath. 

Thankfully, they probably have 
had more reason for puffing up 
those breathless chests than any 
department store in the 
country today. The first week they 
received $30,000 in mail and phone 
orders but were unable to estimate 
increased traffic as a result of the 
ad. 

Since then, silver pages have 
brought in an average direct re- 
sponse of $25,000 weekly in gross 
sales from the Philadelphia area. 
In September, the store ran a full 
page on silverware in the New 
York Times, allowed two weeks 
for response and ended up with the 
phenomenal sum of $50,000 in mail 
and phone business. Chinaware 
club plan ads have drawn quite 
successfully, too, but returns are | 
slower because women rarely de- 
cide on the spur of the moment 


about china purchases. 


|@ An additional success story is| 


the store’s Lionel trains’ ads. First | 
test was made in the Inquirer with 
only part of a page. Almost im- | 
mediately, a $12,000 response was | 
noted. For Christmas the store | 
followed up with a full page and is | 
still busy answering orders. 

In its first mail order tests, Hess | 
also hit the Pittsburgh area and} 
York, Pa., but quietly has dropped 
those areas for the time being as | 
untenable. However, the store | 
might head back into these regions 
again in 1951. 

Another test was a full-page sil- 
ver mail order ad, including the 
club plan payment, in the Decem- 
ber edition of Harper's Bazaar, 
designed by and placed directly by 
the store’s 
This ad showed photo halftone re- 
productions of 38 patterns and 


| amazement, 


| Same ad since cautious “Mrs. 


advertising department. | 
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MAIL ORDER TEST—This first mail order ad in the Philadelphia Inquirer last July 


drew $30,000 in orders for 


listed considerably more. As of Jan. 
2, a total of $20,000 in mail orders 
had come in and orders were still 
arriving. Sales promotion manager 
Edward Carroll told ADVERTISING 
AcE that if the 
store does not 
reach at least 
$25,000 in sales 
on this ad, the 
test will be con- 
sidered unsuc- 
cessful. 


a “We expect to 
pass that figure,” 
he added, stating 
that after the 
final tally is 
made, Hess Bros. 
soon will be in other national con- 
sumer publications. 

President Max Hess Jr., Mitchell 
Kaufman, general merchandise 
manager, and Mr. Carroll figure 
that if a silver ad costs them 10% 
of the direct response, it has done 
its duty to their satisfaction. On 
other commodities, the percentage 
varies according to markup. 

This high figure has been ac- 
cepted because, even to their 
55% of out-of-town 
orders have been repeated on the 
Phil- 
adelphia” only orders two place 
settings originally to make certain 
she isn’t being misled. When she 
finds that she is the proud pos- 
sessor of brand name, top-notch 


Edward Carrvil 


sterling silver, she waits very little | 


time to repeat orders until she has 
12 place settings 


@ Such daring advertising and 
promotional approaches, and 
others, have helped Hess Brothers 
pass total sales volume of $15,000- 
000 last year, up from $1,000,000 


| in 1932 when the store was on the 


verge of failure. 
These experiments actually were 


| not developed on the spur of the 


moment, even though funds may 
have been allocated overnight. Hess 
probably is the only major U. S. 
department store without an ad- 
vance advertising budget for any 
one of its departments. 

Reason for running the initial 
Philadelphia ad was not entirely 
to draw sales from Philadelphia 


| price, 


Hess Brothers in one week. 


proper. Top store executives re- 
alized that, over a 50-mile radius, 
there were small towns in its area 
into which the store had not 
reached for new customers. Phila- 
delphia is 60 miles from here. With 
the Sunday Inquirer (1,150,000 cir- 
culation), Hess would reach into 
such towns as Quakertown, Sel- 
lersville, Pottstown, etc. 

In order to achieve this same job 
via local advertising, the store 
would have to buy space in 21 
communiiy newspapers, Mr. Car- 
roll pointed out. In fact, by using 
the Sunday Inquirer, store execu- 
tives expected to reach about half 
of Allentown's own families (pop- 
ulation 102,000) in addition. 


gs Close merchandising-advertising 
association in the store makes such 
quick decisions possible, and re- 
portedly makes advance budgeting 
unnecessary. This is the way the 
“combined brains” think: If a de- 
partment had a budget to work on, 
based on what that department did 
the previous year, it would be 
strapped down. For example, if 
the dress buyer had come across 
a wonderful buy in the market, but 
had only a few inches of space to 
work with, the promotion would be 
foredoomed. 

Under the Hess policy, an en- 
thusiastic buyer with an unusual 
buy can appeal to Mr. Carroll, Mr. 
Hess and Mr. Kaufman. They ask 
the following question: “What 
have you got and how good is it?” 
If it is a hot item at an exceptional 
the smallest department 
might get a full-page ad. If top 
brass decides the enthusiastic buy- 
er is wrong, there will be no ad. 


@ These decisions can be made 
jointly only because top manage- 
ment is closer to merchandising 
than in most department stores. All 
members of top management, in- 
cluding President Hess, have been 
through the mill in the store. Prob- 
ably the only one who hasn't is 
the new publicity director, Russ 
Davis, former Philadelphia Record 
staff man and formerly a member 
of the Gray & Rogers publicity 
staff. Even the advertising produc- 
tion chief is a former buyer. 

Mr. Hess, now 39, runs his store 
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like a country general store. He’ 
knows every piece of merchandise 
in all 130 depart- 
ments and fol- 
lows activity by 
strolling about 
throughout the 
day, chatting 
with sales people 
(most of whom 
he knows by 
name) and exec- 
utives. He has no 
office in the five- 
story-and-annex 
building, hanging 
his hat and coat in the men’s cloth- 
ing department on the main floor. 
He has set certain policies, such 
as top priority to brand name mer- 
chandise as against unbranded| 
goods; no importation of executives | 
(all are trained in the store), and| 
use of a public address system that 
provides music throughout the day | 
and special merchandise announce- | 
ments every 15 minutes. | 
| 


Mox Hess Jr. 


@ Store advertising, around which 
merchandising is built, is treated 
like a commodity and is used chief- 
ly and almost exclusively to sell 
merchandise—price and brand 
name. Only at Christmas-time does 
Hess Brothers eliminate eedeaa| 
dise from its ads and remain strict- 
ly institutional. Otherwise, even 
though price sometimes may not 
be mentioned, merchandise is) 
shown. 

Departments are encouraged to 
compete for ad space on the basis 
of special promotions, price of) 
goods and timing. 


Two Join Short Agency 


Edward N. Becker, formerly pro- 
ducer of a television and radio 
show for American Broadcasting 
Co., has been named an art direc- 
tor of the newly created retail ad- 
vertising and merchandising de- 
partment of Hal Short & Co., Port- 
land, Ore., agency. F. G. Benson, | 
formerly an art director of Joseph 
R. Gerber Co. and Botsford, Con- | 
stantine & Gardner, both in Port- 
land, also has joined the Short 
agency. 


PR Group Elects Schellenger 


Harold K. Schellenger, public 
relations counsel, has been elected 
president of the newly formed Co- 
i1umbus, O., chapter of the Public 
Relations Society of America. 
Other officers are: Robert O. 
Stith, of Battelle Memorial In- 
stitute, vice-president; Nevin J. 
Rodes, Kelly & Lamb Advertising 
Agency, secretary, and George J. 
Kienzle, Borden’s Moores & Moss, 
treasurer. 


Two Sponsor Horner on TV 


Northland Greyhound Bus Co., 
Minneapolis, will sponsor a 10- 
minute Tuesday segment of “Jack 
Horner’s Sports Corner” telecast 
on KSTP-TV, Minneapolis-St. 
Paul, Mondays through Fridays, 
10:20-10:30 p.m. Royal Packard, 
Minneapolis, is sponsoring a new 
golf demonstration program with 
Horner from 6:15-6:30 p.m., Sun- | 
days over KSTP-TV. 


Pulitzer Names Gardner 


Pulitzer Publishing Co. has re-| 
tained Gardner Advertising Co.,| 
St. Louis, to conduct a circulation 
promotion campaign for the St. 
Louis Post-Dispatch. Based on the 
slogan “You Get the Most When 
You Get the Post,” the campaign 
is being pushed in newspapers, 
television, radio, car cards and 24- 
sheet posters. 


MacDonald Shifts to ‘Time’ 


Donald MacDonald, formerly 
manager of the St. Louis advertis- 
ing office of Life, has been named 
manager of the Boston advertis- 
ing office of Time. Frederick Red- 
path, who has been with Life 
in New England, has been named 
to succeed Mr. MacDonald in St. 
Louis. 


Appoints Stantield Agency 
Harold F. Stanfield Ltd., Toron- 
to office, has been retained to han- 
dle the advertising of Corning. 
Glass Works of Canada. | 


Appoints Brunelle Agency 


Silver City Glass Co., Meriden, 
Conn., has named Charies Brun- 
elle Co., Hartford; Conn., to direct 
its advertising and merchandising. 
Ads will appear in American 
mame, Holiday and House Beauti- 
ful. 


Ray Barnett Named Editor 


Ray Barnett, managing editor of 
Jobber Topics, published by Irv- 
ing-Cloud Publishing Co., Chica- 
go, since 1949, has been appointed 
editor. H. D. Ellis, who was field 
editor, has been made managing 
editor. 


Cyclotherm Names Fellows 

Cyclotherm Corp., Oswego, N. Y., 
division of U. S. Radiator Corp., 
manufacturer of Cyclonic combus- 
tion boilers, has named Fellows 
Advertising Agency, Syracuse, N. 
Y., to handle its advertising. 


POINT OF SALE—Poul 


Ressinger 

signer Inc., Chicago, designed and super- 

vised production of this black light dealer 
display for Zenith Radio Corp. 


De- 


Has 41,968 TV Sets 


WFMY-TV, Greensboro, N. C., Foulke Agency Moves 
Foulke Agency, Minneapolis, has : 
moved from the Pence Bldg. to cations throughout the U.S. 


reports that as of Jan. 1 there were 
41,968 TV sets in its area. Figures 


were received from distributors. 2340 Rand Tower. 


ANA, Agricultural 
Publishers Issue 
Farm Survey Report 


Cuicaco, Jan. 9—Although 67% | 
of the nation’s farmers think ad- 
vertised products cost more than 
non-advertised products, 70% said 
that they have greater confidence 
in advertised products as to qual- 
ity and value, according to a farm 
survey made by Crossley Inc. 

Results of the study, sponsored 
jointly by Agricultural Publishers 
Assn. and the Assn. of National 
Advertisers, were reviewed at the 
ANA meeting last fall (AA, Oct. 
2). 

The official report, now avail- 
able, covers the attitudes of farm- 
ers toward economic conditions, 
the farmer-business relationship 
| and advertising. 

Data is based on 2,926 personai 
interviews with farmers in 166 lo- 


Copies of the report may be ob- 


tained from the Agricultural Pub- 
lishers Assn. office here, 333 N. 
Michigan Ave., or from ANA head- 
quarters, 285 Madison Ave., New 
York 17. 


Morris Appoints Osgood 


Steven Osgood, formerly with 
James A. Stewart Co., Carnegie, 
Pa., has joined Cavanaugh Morris 
Advertising Agency, Pittsburgh, 
as account executive in charge of 
the radio and television depart- 
ment. 


Penton Appoints Walton 


Jack Walton, formerly district 
manager of Petroleum Processing, 
has been named by Penton Pub- 
lishing Co., Cleveland, as_ sales 
representative on Machine Design 
in the Ohio-Pennsylvania territory. 


FR Corp. Names Berman A. M. 


Alfred J. Berman has been > 
pointed advertising manager of 
Corp., New York, maker of Scoop 
soapless detergent, photographic 
and X-ray chemicals and accessor- 
ies. 


Better Homes & Gardens, with 3'/2-million circulation, is one of the 3 biggest man-woman magazines — 
the only one that got there entirely through editorial counsel that builds a lasting urge to buy! 


HATEVER your product or service, you'll agree that 
3'4-million circulation must cover a lot of your 


prospects. 


And when it consists of 3'%-million selected, better- 
income families, doesn’t that represent a vast consumer 
market with more of what it takes to buy more of what 


you sell? 


Well, that’s Better Homes & Gardens, whose multi- 
millions—men and women alike—buy it simply to read 
about the multitude of things that will make their lives 


fuller, their families happier and busy days easier. 


You see, there is something new under the sun. No 
longer need you choose between mass and selectivity. 
BH&G delivers to you, in one priceless, non-fiction 
package, the biggest selected mass-market of its kind 


on earth! And every man and woman 


in that 


all-important package is editorially pre-primed to 


buy for today and to plan tomorrow’s purchases! 


That’s SERVICE in its complete sense—service to 
the reader—and to the advertiser—both. 


Yes, this is the time to think of BH&G in a BIG 
way —of its big, bountiful market of 3!4-million better- 
customer families—and of their sales potential for you 
—today, tomorrow, through the years! 


Serving @ SCREENED 


of 3%-Million Better Famikes 
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PHOTOGRAPHIC © S New World Standard in Travel 
: EVIEW OF | 


i The new Santa Fe 
, a in the ride... daily betwen Chicago and Los Angelee 


ne ee et rd 


ALL NEW—The Santa Fe System's new Super Chief runs across ing super luxury, including the Turquoise Room for private parties, 
this color spread in February magazines. The new train, feotur- was on display in Chicago last week. 


SIGNED AND SEALED—Bob Hope signs 
exclusive long-term contract with the No- 
tional Broadcasting Co. for both radio 


MELTING—Winner of the Chicago Miss De-Icer contest, sponsored by the Heet ay 
division of DeMert & Dougherty, is Buff Michaels, who went on to compete in the ig pew ye eg preceasr wdy flees —s 
notional finals in Miami. The national contest is conducted by Zack Mosley, creator ; ‘ 


. . . P . f th: if division. 
2 of the ‘Smilin’ Jack” cartoon, as part of the Miami air show of the Forida Air a FEBRUARY DATE—In this color mogazine 


wes Gam. ad, the National Red Cherry Institute, 
Chicago, recommends some ways to cele- 
brate National Cherry Week, Feb. 15-22. 


SESE Sse 


BABIES—Something might pop out, appears to be the opinion of 14-month-old New 
Yeor Susan Ratcliffe, as she looks into the Whirlpool baby washer that Whirlpool 
MODERN ANGLE—Elmer Lasher (left), an art director, and Ed New York, discuss o Christmas season exhibit in the C&W gal- Corp., St. Joseph, Mich., offered to the first ‘51 baby born in either St. Joseph 
Molyneux, art department ger at Cunningh & Walsh, leries, staged by John Hick’s studio. or Benton Harbor. 
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Never Underestimate the Power of a Woman! 
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continues to outsell* every other magazine in 


the world—currently by over 243,000 copies. 


* More newsstand copies bought per issue than any other magazine, weekly or monthly. 
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Joins Fish & Associates 


William Sims, formerly head of 
his own publishers’ representative 
organization, has joined Paul R. 
Fish & Associates, San Francisco, 


McGibbon Joins Reynolds 

C. W. McGibbon has joined E. 
W. Reynolds Ltd., Montreal agen- 
cy, in an executive capacity. He 
was formerly Montreal manager 


| 


Employe Communications 


publishers’ representative. of J. J. Gibbons Ltd. 


Cox Named Pepsi-Cola V. P. ‘Farmer’ Increases Rates 
D. Mitchell Cox, who joined Effective April 7, 1951, the Farm- 
Pepsi-Cola Co., New York, in 1949 er, St, Paul, will increase its Man Away From Home 
as an assistant vice-president, has advertising rates. The rate for a @ ONE of the more tragic indus- 
been elected vice-president in b&w page will go from $1,646 to trial oversights of World War II 


charge of sales promotion. $1,800. occurred in a few companies when 


an employe changed his overalls 
| for a uniform. Here the boy was 
| given a perfunctory handshake by 
|one of the lower brass and sent 
| unceremoniously on his way. The 
| more popular employes sometimes 
| rated a clammy farewell banquet, 
or informally hoisted a few with 
fellow-workers at Iggy’s Bar & 
Grill. In general, however, the em- 
ploye didn’t have a whole lot to 
remember the old place by, al- 
though he wanted desperately to 
be remembered. Fortunately these 
| cases were rare—most employers 
| set up the machinery to keep in 
touch with the company’s men and 


540 WN. MICHIGAN AVE. © 185 N. WABASH AVE. 


FOR_ADVERTISING 


410 N. MICHIGAN AVE. © 111 E. DELAWARE ST. 


How to Win Friends Among Your Workers 


By Rosert Newcoms and Marc SAMMONS 


|women in service, and many, 
many managements went a long 
way to do the job well. 

During the last war, Oklahoma 
Publishing Co. of Oklahoma City, 


like quite a few thoughtful others, | 
kept in touch. Charles Inglis, edi- | 


tor of that organization’s bright 
monthly journal, “Cuff Stuff,” has 
already paved the way for doing it 
again. His method is simple and 
straightforward: Whenever a com- 
pany employe enters the service, 
Inglis immediately writes him a 
friendly letter. He tells the service- 
man that he will continue to re- 
ceive the company publication. 
Because the editor may have 


trouble in keeping up with the) 


serviceman’s changes of address, 
‘a supply of pre-addressed post- 


Other Influence Except 


IOWA PEOPLE APPROVE 
RADIO'S COMMUNITY WORK 


Radio Regarded More Highly Than Any 
Churches 


xt In order to determine what Iowa people think of the job 

J radio is doing in this State, the 1950 Iowa Radio Audience 
Survey* asked the following question of every adult in the 
9,110 Iowa families surveyed: 


“As you know, the schools, the newspapers, the 
local government, each has a different job to do. 
Around HERE, would you say the SCHOOLS are 
“§ doing an excellent, good, fair or poor job? How 
a about the NEWSPAPERS? The RADIO STATIONS? 
° The LOCAL GOVERNMENT? The CHURCHES?” 


Replies on each institution or medium were recorded before 
Here are the results: 


2 asking about the next one. 


“}Figures hove been weighted to give correct 
-yillage and form homes, = 


Saar . 


Notice that except for churches, 
Iowa men and women believe that 
radio is doing the best job in their 
community. When Iowa families 
think of radio, they think of 
WHO more often than any other 
station because WHO is “heard 
regularly” by 72.8% of Towa’s 
radio homes in the daytime — 
by 72.5% at night. Hence their 
wholehearted approval is a tesii- 
monial to WHO's outstanding 
programming .. . its awareness 
of civic responsibility . . . and 
its ability to furnish lowa listeners 
with finest radio service. 


Get all the facts about Iowa radio 
listening. Send for your free 
copy of the 1950 Iowa Radio 
Audience Survey, today! 


*The 1950 Iowa Radio Audience Survey 
is the thirteenth annual study of radio 
listening habits in Iowa. It was con- 
ducted by Dr. F. L. Whan of Wichita 
University and his staff. It is based 
on personal interviews with 9,110 
Iowa families and diary records kept 
by 930 Iowa families — all scientiG- 
cally selected from Iowa’s cities, towns, 
villages and farms. It is a “must” for 
every advertising, sales or marketing 
man who is interested in radio in gen- 
eral and the Iowa market in particular. 


Wiil© 


+ for lowa PLUS + 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


FREE & PETERS, INC, 
National Representatives 
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ecards goes along with the let- 
iter, so that the serviceman may 
keep the editor informed of 
changes. 


e Editor Inglis goes further: He 
sends to the new serviceman’s 
family a copy of the letter to the 
boy. He writes another friendly 
letter to accompany it, and he adds 
the name of the family to the “Cuff 
Stuff” mailing list. He invites the 
family’s help in keeping the publi- 
cation posted on address changes. 

The letters help a little in the 
hours of strain. They help both 
the serviceman and his family. 
They make everyone concerned 
fee] a little better about the whole 
business—not much, perhaps, but 
some. The publication, arriving 
every month if conditions permit, 
gives the man or woman in uni- 
form some concrete evidence that 
he hasn’t been forgotten. 

Many companies saw to it that 
employes in service received gift 
boxes, not only at holiday periods 
but at other times. Some organiza- 
tions, lacking an employe journal, 


created one solely for those in 


service. One woman editor wrote 
a personal letter each month to 
every company employe in uni- 
form, a prodigious task that kept 
many warm friends for the com- 
pany. 

The responsibility for keeping 
| in touch with people in service 
logically falls in the bailiwick of 
the individual responsible for the 
whole communications program. 
He may be compelled to parcel 
it out, but it is an important as- 
signment and he should keep his 
eye on it constantly. It is good to 
| know that some companies already 
| have this keep-in-touch aspect of 
their communications programs in 
effect. No matter how perfect such 
a program is, it seems little enough. 


| Prints Anniversary List 


Will Schoyer & Co., 304 Ross St., 
Pittsburgh, has published its 1951 
| edition of “Schoyer’s Vital Anni- 
versaries,” by Will Schoyer and 
Maxine A. Schoyer. The compila- 
tion may be used as a source for 
“remember when” advertising, to 
tie in merchandising with current 
anniversary observances, and as 
an historical reference guide. The 
price is $2. 


| Reiche Joins J]. M. Mathes 

| _ Bill Reiche has joined the divi- 
| sion of public relations and pub- 
licity of J. M. Mathes Inc... New 
York, as a staff executive. He was 
formerly manager of the central 
publicity division of Westinghouse 
| Electric Corp. and a member of 
the department of information of 
the Radio Corporation of America. 


Thompson Takes Columbia 

J. Walter Thompson Co., New 
York, has been appointed to han- 
dle the advertising of Columbia 
Mills, Syracuse, N. Y., manufac- 
turer of window shades and vene- 
tian blinds. The account was for- 
merly handled by Alley & Rich- 
ards. 


Purity Bakeries Names 3 


Don C. Mendenhall has been ap- 
pointed sales manager of the Tay- 
stee bread division of Purity Ba- 
keries Corp., Chicago. Larry J. 
Niema has been named sales man- 
ager of the Grennan cake division. 
T. L. Brown has been appointed 
assistant merchandising cirector. 


Kerite Appoints Tyson 


Kerite Co., New York, manu- 
facturer of insulated cable for 
power plant, railway signaling 
and industrial applications, has 
appointed O. S. Tyson & Co., New 
York, to handle its advertising. 
The account formerly was sery- 
iced by Kenyon & Eckhardt. 


Peter Paul Shifts Newsmen 


Peter Paul Inc., Naugatuck, 
Conn., is sponsoring newscaster 
Frank Gross over the Columbia 
Pacific Network as a replacement 
for Ed Murrow. The program is 
heard three times weekly through 
| Maxon Inc. 
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Full Newspaper Pages Triple Sales for 
Fox De Luxe Frozen Chickens; May Expand 


Cuicaco, Jan. 10—If the results 
of its advertising in Milwaukee and 
Chicago are any indication of 
things to come, it can be assumed 
that Fox De Luxe “flavor-raised” 
frozen-fresh chickens will be mak- 
ing an impact in other markets be- 
fore long. 

Fox De Luxe Foods Inc. (until 
recently it was Peter Fox Sons Co., 
with nine brothers in the business) 
last year had the pleasant experi- 
ence of inaugurating a major ad- 
vertising effort on its frozen chick- 
ens in two major markets and 
having the advertising more than 
pay for itself from the word go. | 

Fox De Luxe Foods has long 
been an important factor in the 
butter, eggs and poultry business 
in the U. S., and was one of the 
first to put brand-name advertising 
behind turkeys, which it has ad- 
vertised extensively for many | 
years, usually in the Thanksgiv- | 
ing-to-Christmas period. 


@ Three years ago the company 
began processing frozen chickens 
in its plant at Springdale, Ark. It | 
started with fryers, then went into 
freezing roasters and _ stewing 
chickens. 

Advertising of the frozen chick- | 
ens started in Chicago last May, | 
through C. Wendel Muench & Co., | 
the company’s agency. Distribution | 
at that time was concentrated 
largely in the Chicago and Milwau- 
kee divisions of A&P and sales 
were excellent. But the company 
believed that additional volume 
would result in important econo- 
mies, and a schedule was launched 
in the Chicago Daily News. 

A little later Fox appointed A. 
W. Huss Co, its Milwaukee distrib- 
utor, and immediately started a 
campaign for wider distribution, 
with startling results. In a single 
week Huss lined up 407 dealers, 
with the result that the first page, 
in the Milwaukee Journal of June 
22, spilled over into an additional 
600 lines on the facing page to 
provide space for dealer listings. 


@ The original, as well as the fol- 
low-up pages, was planned with 
the idea of including dealer names 
in a section across the bottom, but 
after the very first Milwaukee ad, 
the plan to list names of dealers 
had to be abandoned entirely, and 


copy on the full pages, which ran 
monthly, was devoted entirely to 
“feature food” treatment, telling 
the story largely in editorial style, 
with recipes, illustrations and en- 
dorsements liberally sprinkled 
through the text. 

Readership of the ads, both in 
Milwaukee and Chicago, has been 
exceptionally high, according to 
Muench, but sales records have 
been even more interesting. In 
Milwaukee, for example, sales 
went up immediately upon the ap- 
pearance of the first ad, and what 
is more important, stayed up. They 
are now running about three times 
as high as they were six months 
ago. 


@ Fox De Luxe Foods Inc. is an 
interesting business. It is owned 
by the same family which is also 
interested in Peter Fox Brewing 
Co., which sells Fox De Luxe beer, 


|}although the two businesses are 


completely separate corporate en- 
tities. Most, but not all of the 
brothers, have an interest in both 
companies. 

Nine sons of Peter Fox, then the 
proprietor of a general store in 
Wisconsin, moved to Chicago in 
1897 and opened a small butter and 
egg wholesale house. (Incidentally, 
the father himself was never con- 
nected with the business.) Almost 
from the outset, they began han- 
dling poultry, specializing in tur- 
keys, and shortly began selling 
them as “Fox De Luxe turkeys,” 
making them the first brand-name 
turkeys in history. 


Issues Promotion Calendar 

Alfred J. Silberstein, Bert 
Goldsmith Inc., New York agency, 
has issued the first unit of its 1951 
Merchandising Calendar for men's 
and boys’ apparel. To be issued in 
six units, each covering a two- 
month period, it offers merchan- 
dising and planning suggestions 
and contains a new section deal- 
ing with specific item and trend 
promotions. Subscription price for 
one year is $3 


ABC Adds Salesmen 

Robert A. White, former sales 
manager of American Institute of 
Food Products, and Richard B. 
Gordon, previously of C. E. Hooper 
Inc., have joined the radio sales 
department of American Broad- 
casting Co., New York. 


Pavelle Color Names Two 


Flavor-raised in Arkansas... Flavor-sealed at 


\London’‘s Outdoor 


40° Below ...FOX DE LUXE Fryers Are Tops Ads and Displays 


MINUTES FROM PROCESSING 
TO YOUR FRYING PAN! 


FOX DE LUXE Brings You} FLAVOR THAT Is 30 SHORT 
Fryer Enoyment : 


The Year Round! — 


fig al 
iil 


We Feature FOX DE LUXE 


Flavor-Raised” Frozen-Fresh Chicken 


SELLS CHICKENS—A typical full-page newspaper od for Fox De Luxe “flavor-raised” 
chickens, showing the editorial feature style which has done an exceptional job of its Peter Pan peanut butter, h 
securing readership and sales. C. Wendel Muench & Co., Chicago, is the agency. signed to sponsor 


| Again in Darkness 


Lonpon, Jan. 9—The British 
government yesterday banned all 
display and advertising lighting to 
conserve its rapidly dwindling coal 
supply. 

Lighting for shop displays, out- 
door posters and spectaculars will 
be forbidden until the fuel shortage 
has been overcome. 

The Labor government order 
bans all such lighting, whether 
supplied by electricity, gas, oil or 
candles, except for displays lighted 
by current obtained from windmill 
generators. Oil and candles were 
included in the order, the fuel min- 
istry explained, to prevent a run 
that would lead to shortages. 


® Piccadilly Circus again is almost 
blacked out. Movie and theater 
marquees and shop windows are 
dark. Fuel Minister Philip Baker 
has appealed to the nation for help 
in preventing a fuel crisis. 

Prime Minister Attlee called on 
|the nation’s miners to work on 
weekends to help make up the cur- 
rent shortage, and the government 
has begun importing coal. 

Ironically, the London spectacu- 
lars were only turned on again last 
|year, after almost ten years of 
black-out. 


Derby Foods Signs TV Show 
Derby Foods Inc., Chicago, f 


“The Ma 
Slate” over the NBC interconne 


William I. Harvey, formerly 
has been named to the new post of 


- Ave. 
sales promotion manager of Pa- 


Muir Moves to New Offices 
Muir & Co., New York, has CST, for 39 weeks. Needha 


with International Latex Corp., moved to new offices at 230 Park Louis & Brorby, Chicago, is t 


ed TV network, alternate Sunda 
beginning Jan. 21, 4:30-5 p.r 


agency. 


velle Color Inc., New York. Al 
Golub, formerly metropolitan deal- 
ers’ manager, has been appointed 
manager of the industrial service 
division, succeeding William Lipp- 
man. 


Schine Names Unkelbach 


Kurt Unkelbach, recently pub- 
lic relations director of the New 
Yorker Hotel, has become director 
of advertising and publicity for | 
Schine Hotels, New York. 


Appoints Gray & Rogers 

Dennis Hotel, Atlantic City, has} 
appointed Gray & Rogers, Phila-| 
delphia, as its agency. 


MATRIX COMPANY 


JEFFERSON STREET, CHICAGO 7, ILLINOIS 


+ + + + + + + + + 


of ACCEPTANCE. 


HAYWOOD BUILDING ... 


Circulation and Rate represent only two feet on 
the space-buying yardstick. The other foot .. . 
at least as important for measuring good value 
. is ACCEPTANCE. 58 years of business paper 
publishing have taught us that ACCEPTANCE 
the degree to which a magazine is read, relied 
upon and respected by a qualified audience 
must be earned by Good Writing Good Editing 
Good Illustration—Good Looks - 
Policy. A label—any label--which a magazine 
may wear to indicate the manner in which its 
circulation is built and protected is no guarantee 


To build ACCEPTANCE, articles 
WOOD magazines are largely staff-written by 
experienced editors or, on invitation by industry 


HAYWOOD PUBLISHING COMPAN 


22 B. HURON ST., CHICAGO 11; ILLINOIS 


+ ¢ @ @ @¢°@2%..6 + 6 © 
A TWO-FOOT YARD STICK won’t measure 


Business Magazine values accurately 


specialists. We print our own publications in 
our own large plant to assure physical excellence. 
Our publishing credo is “Practical service to 


rs and advertisers alike!” Circulation 


some ABC, some CCA, according to the con- 
ditions in each field —is carefully directed to 
qualified audiences and continuously checked 
and regulated. 


On following pages you will find some facts 
about four HAYWOOD publications, We invite 
you to use the Three-Foot Yardstick — Accept 
ance, Circulation, Rate—in determining the ad- 
vertising values offered by these magazines in 
comparison with others in their fields. You'll 
find they measure up on all three counts! 
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Take Action Against Fear, 
Townsend Adjures Americans 

To the Editor: You are a patri- 
otic, loyal, prominent American— 
this I know. But have you, TOO, 
been unwittingly sucked in by 
Stalin’s shrewd propaganda? Do 
you, Too, now unwittingly work 
for Uncle Joe? 

All the gold of Croesus could not 
purchase the propaganda that our 
own prominent people—our own 
newscasters and newspapers—now 
shower upon our heads like rain 
of HELL. 

Fear is man's greatest enemy— 
and FEAR OF DEATH leads the shock 
troops of Stalin’s battalions of 
fear... battalions composed of us! 

Stalin himself lacks the genius 
to create such a fear propaganda— 
battalions so gruesome and de- 
structive as now enter every mind 
through our own newspapers, ra- 
dio, television every minute day 
and night 

Oh God, deliver us—fast—from 
the tongues of our leaders who, 
like Pied Pipers, lead us to the pit 
of darkness where Thy Name is 
anathema, and the light of Thy 
Son’s life shines no more forever. 

Awake, Americans! Desert the 
banners of fear. Demand that all 
who create your advertising, your 
propaganda, your newscasts desert 


CAPTURE THE 
15 BILLION DOLLAR 


NEGRO MARKET 


ITH THIS POWERFUL 
ATIONAL NEWSPAPER 


ver 1,500,000 Negroes, the cream of a 
15 billion Negro market that buys what 
ou have to sell, read the new Courier 
egularly. The Courier, America’s most 
omplete weekly newspaper, represents 
our best bet for capturing your share of 
is vast and loyal market. And, now, 
yith an addition of an 8-page, 4-color 
mic section and a 16-page magazine 
ction, the Courier is even more com- 
lete, better able to carry your message 
to the homes of the vast Negro market 
vere’s real money in the Negro market 
be sure you get your share—advertise 
ur products in the new Courier. For 
ll details write 


“INTERSTATE UNITED NEWSPAPERS 
545 Fifth Avenue, New York 


the banners of Stalin. 
Stop telling the world how lousy 


we are—that our statesmen are 
disloyal, our police are crooks, our 
labor and their leaders are money- 
mad, our financiers are Shylocks 
demanding their pounds of rotting 
flesh to fertilize foreign fields., 
Yes, “Only death and destruction 
| make news,” but such news makes 
|} only death and destruction for us. 
| Will you please quickly begin to 
fight again in the forces of free- 
dom—freedom from fear, and thus 
let us assure FREE ENTERPRISE and 
You, TOO, a Happy New Year. 
W. S. TOWNSEND, 
Life Laboratories Inc., Chi- 
cago. 
* + 7 
Would Help Advertisers 
Modernize Traffic Signals 


To the Editor: There are few 
places in our modern era where 
advertising “slips a cog” and be- 
comes dated. There’s one that 
stands out like a sore thumb to 
anyone interested in the modern 
automatic control of 
traffic. 

The traffic control industry it- 
self is far from dated. It has kept 
abreast with a 
fast moving |} 
pace of devel- 
opment in the 
automotive in- 
dustry andisstill 
doing so. This 
is no small ac- 
complishment. 
| The traffic 
signal has be- 
come a symbol 
in advertising. 
It tells the po- 
tential customer 
to STOP... then 
|GO to his neigh- 
borhood drug- 
store and buy 
|“Hadacoff” or 
}a baseball bat. 
The colors, red, 
amber and 
green, themselves have become 
symbols because of the traffic sig- 
nal. Yet every time a traffic sig- 
nal is used in general advertising, 
it is shown at its 1930 best. 

Can we cite a current exam- 


ple!!!? The Nov. 18 issue of The 
Saturday Evening Post gives us 
an excellent one. It contains an ad- 


vertisement placed by the Shake-| 


proof Corp. 

We think the Illinois Tool Works, 
the manufacturer of Shakeproof 
products, are wonderful ... we like 
their advertising...’tis true we 
do use three or four dozen Shake- 
proof washers in each piece of 
traffic control equipment which 
we manufacture... but not in the 
equipment represented in the 
Post’s Nov. 18 issue. It’s doubtful 
if Shakeproof washers existed 


| when the signal shown in this ad 


was built. 
There's a solution. 


life. It was endowed with great 
power. It still enjoys an uncurbed 
freedom, a heritage it is wasting 
to the point of relinquishment. 

| Its halls are crowded with wait- | 
ing people, hungry for leadership. 
But its pulpits are empty. 

Why is this Voice of America so 
| quelled at such a time as this? 
| Itis not for lack of men. There | 

are more able men in even the! 
most obscure editorial chairs than | 
|in the halls of Congress or all | 
| the multitudinous bureaus and de- | 
| partments of government. 

It is not for lack of conviction 
for they have conviction but lack 
the power thereof. 

The message, whether it be 
| sturdy opposition to the abuses of 
power or flagellations of the sins 
of their own followers, is repressed 
and sticks in their throats because 
| of fear. Fear of giving offense to 
| those in power whose power is still 


, 


A glossy print of a modern traffic less than their own, fear of offend- 
signal is available, free of charge,|iN& Some of their hearers who 
to anyone wishing to write Eagle|™ight walk out on them and di- 
Signal Corp., Moline, Ill. We're | Minish their precious circulations, 
tired of seeing illustrations of| °F of offending some advertiser 
these old clunkers as a shining ex- who might take his business else- 
ample (in a rusty sort of way) of | Where—or just fear of themselves. 


j}and note 


automotive | - 
| best of neighborhoods. 


the modern traffic signal—espe- 
cially if it is contrasted by a long, 
sleek, modern automobile in the 


There'll be no trace of commer- 
cialism on the photographs sup- 
plied, and our competitors’ signals 
look very much like ours. 

ELuis E. WEAVER, 


Sales Promotion Manager, 
Eagle Signal Corp., Moline, 
Ill. 


7 aa - 
Pulpits Are Empty, Reader 
Says of American Press 

To the Editor: At this, the be- 
ginning of a portentous year, I 
have a message burning in my 
heart too great for any words that 
I can find to convey it 

It is a prayer for 
leadership. 

Men in high places have failed 
us and instead of power and con- 
fidence and clear vision we have 
vacillation, fear and confusion. 

And amid it all, the Voice of 
America is silent or speaks only 
in subdued whispers. 

The Voice of America 
American press. 

It was reared up for a time like 
this. It was never richer than it is 
today. It never reached so many 


leaders and 


is the 


Page Esau! Was ever a greater 
birthright sold for so pitiful a mess 
of potage? 

When, oh when, will the pub-| 
lishers of America learn that fear- | 
less leadership, in whatever di- 
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for human consumption. I hear 
and read similar squawks on 
cheese, milk, ice cream, eggs, 
meats, bread, pastries, candy, po- 
tatoes and preserves. Also on res- 
taurant food. 

Most cheese today is “processed.” 
Many past 50 think the present 
article poor by comparison with 
cheese we used to get before World 
War I. Breads from some of our 
large commercial and small neigh- 
borhood bakeries are considered a 
travesty on the art of baking. 
Much of today’s bread is “assem- 
bled” from a lot of especially pre- 
pared and “ready-made” ingre- 
dients to save time and expense. 
Also, “something is added” so that 
it will remain fresh indefinitely. 
(Old time bread did, anyway.) 
Some folks think that present day 
milk and ice cream fall short of 
those of yesteryear. 

The new fangled ways of feed- 
ing hens and livestock is blamed 
for eggs and meat old timers don’t 
like. When it comes to candy, old 
timers think of it as basically sugar 
and flavor. Read any label today 
the ingredients: corn 
syrup, soy flours, vegetable oils, 
lecithin and other items ad in- 
finitum. Potatoes? Ask any house- 
wife. Today’s spuds, generally, defy 
tasty preparation whether you boil, 
bake or fry ’em. 

As for places to eat, lo, they 


rection leadership is needed, is! have declined steadily since the 
never penalized but brings the| 18th amendment cast its blight on 
richest of rewards? The greatest of | the groaning board. If the younger 
which is the nourishment it gives| 8@neration could have a meal at 
their souls. | any one of the famous hostelries of 


The cry is for men. Men with! 
vision who will share the vision | 
with those who lack their own. | 
Men with conviction, who will 
stand up for what they believe and 
fight for it, despite their haunting | 
fears of rebuff and disbelief. | 

So if you have a message in your 
heart sit dov/n right now and write 
it, and give it to men and to God. 

God give us such men to fill our 
empty pulpits. 

R. O. EASTMAN, 

Eastman Research Organiza- 

tion, New York. 


‘Research Is Wonderful’ 

To the Editor: In bemoaning the 
“alleged” beer of today (Voice, 
Jan. 1), Carl Culpepper may be 
sounding the key for a chorus of 
protests from oldsters disillusioned 


people in so many walks of on many other products offered 


more than 30 years ago in New 
York, Chicago, St. Louis, Boston 
or San Francisco, they’d never 
believe their taste buds. 

Perhaps a lot of foods are pro- 
cessed today with shelf life in mind. 
Shelf life is a quality imparted by 
means of preparation, or special 
ingredients, so that the product 
will stay “fresh,” and not deteri- 


|orate into the consistency of the 


shelf itself. 
Yep, research is wonderful. So 


| are vitamins, fortification, irradia- 


tion, dehydration, homogenization, 
concentration, etc. Accept it all 
with good grace. Old time beer, 
free lunch, yesterday's vittles and 
the temperament to enjoy them are 
gone for good. Don’t grieve. This 
is a wonderful age with chlorophyll 
tablets, TV and the United Na- 
tions. 
J. WHITE, 
Chicago. 
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101 Pork Avenue. 2 ee 
625 Market Street 


Tosutnal Seles SUNMBRE 65k, da 
@ Continental Belling. 


Euclid Avenve 


West 6th Street 


an #2 Fak 
iis te S our 


Utility Coverage That Counts! 
General 


Engineer Executives 
and Engineers 
System Operating 
Executives 
Commercial Executives 
and Supervisors 
Consulting Contract- 
ing & Construction 


TOTAL 14,337 


CHICAGO 11, ILL. 
CLEVELAND 15, OHIO 
NEW YORK 17, NEW YORK 

_. SAN PRANCISCO 5, CALIFORNIA 


Executives 


Sales story reads ELECTRIC 


portant orders in the huge and booming 


and Power has been an important source 


by leading men in the industry. 


7 ae 


rg 


Ss See 


The man who can say “YES!” to your 


LIGHT & POWER! 


Here's circulation that concentrates on the men who sign or authorize im- 


Electric Light and Power Market. 


These 14,000 readers will spend large sums during the next few years, in 
which demand for power will continue on at least the same sky-rocketing 
curve which it has followed for two decades and more. 


This is a top market for an immense variety of products—and here's the 
top book, going to the top buying influences. For 28 years Electric Light 


of information for the industry— 


information compiled and written by an expert editorial staff or contributed 


Engineering Get the full facts about the booming power and light producing market 
Companies 292 now. If you sell anything that touches the field, from nails and lumber to 
eae ee te generating equipment, you'll want your share of this rich volume—and the 

Plus Ad Aisi, y ci “—o as 


place to tell your selling story, to the right men in the right atmosphere for 
action-getting, is ELECTRIC LIGHT AND POWER. Send for the full 
facts—and schedule space in an early issue! 


ELECTRIC LIGHI-& POWE 


Serving America's Electric Light and. 


er Industry - 
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20-25% Cut in Auto 


Advertising | 


Predicted, But It May Be Less 


By MILLER HOLLINGSWORTH 

Detroit, Jan. 10—The automo- 
bile industry will invest perhaps 
$100,000,000 less in advertising and 
promotion campaigns than in the 
record-breaking year just ended, 
a survey by ADVERTISING AGE in- 
dicates. This would place the total 
expenditure at about $300,000,000. | 

While none of the major manu-| 
facturers would reveal figures on 
estimated expenditures for 1951, | 
several admitted that their adver- | 
tising budgets will be at least 25% | 
under 1950. 

In 1950, the automobile industry 
spent an estimated $400,000,000 ad- | 
vertising and promoting new and} 
used cars. This was tied to the 
best year in the industry’s history 
from all points of view—produc- 
tion, sales, profits, employment 
and accessories. 


a like view. None would hazard a 
guess as to what media will be 
most affected in any drastic reduc- 
tion of expenditures. But one said 
that, since newspaper schedules are 
the most flexible, they wouid be 
the easiest to “play with.” 


se But the consensus was that any 
advertising cutbacks would be on | 
an across-the-board basis with all 
media sharing alike. 

The 40,000 used car dealers last 
year invested approximately $225,- 
000,000 in advertising, averaging 
about $15 a car. This volume will, 
no doubt, shrink some in 1951, the 
used car dealer association thinks, 
but it could very well hold up. 

General Motors’ passenger cars, 
Cadillac, Buick, Oldsmobile, Pon- 
tiac and Chevrolet, will be sup- 

ported with stronger advertising | 
am some of the other makes. 


® Governing the advertising bud- | Each of the passenger car divisions | 


get this year will be the extent 
that government defense orders | 
curtail use of critical materials for | 
civilian production. Advertising | 
budgets throughout the industry 
are based on a production unit ba- 
sis, ranging from $20 to $40 a car. 

Consequently, where production 
is cut back by 25%, advertising 
and promotional funds will be af- 
fected to a like extent. 

But the industry is now making 
plans for as nearly normal business 
as possible under a “butter and 
guns” program, and prospects are 
now that no more than a 20% re- 
duction in civilian auto output 
will be felt during the first three 
months of 1951. 


s Chrysler Corp., which canceled 
all magazine advertising a few 
weeks ago, pending a clarification 
of the production and price con- 
trol picture, has reinstated the 


| mapped ad drives for 1951 equal to 
or larger than their 1950 cam- 
paigns. 

Genera! Motors is the only ma- 
jor auto producer that has indi- 
cated a plan to return to extensive 
use of morale building advertising | 
should the government take over 
car building facilities for arms pro- 
duction. 


@ It is known that advertising de- 
partments of most auto companies 
are now preparing copy that would 
be directed at stimulating service 
business for the dealers. During 
the last war, dealers found they 
not only could survive but actually 
prosper by building up their serv- 
ice department revenue. 
Lincoln-Mercury dealers are al- 
ready being supplied with mailing 
service to stimulate this revenue. 
Conversion of the dealer-factory | 


magazine schedules and given a 
green light to full promotion of the 
new models due out later this 
month. 

Ben Donaldson, advertising chief | 
for Ford Motor Co., said that the 
Ford ad budget will be lowered as 


production is cut back, but that 


no decision has been made yet on 


the schedules in the weeks imme- | 


diately ahead. 


Other advertising officials held | 


other types of promotion would | 
require approval of the dealer ad-| 
| vertising advisory boards. Whether 
|any boards have given such ap- 
| proval could not be learned defi- 
nitely, but the best guess is that 
none had. 


| 


s Chrysler dealers, unlike those in | 
|other segments of the industry, 
work on funds a year behind. 
| These dealers will spend funds in 
1951 supplied in 1950. 


THE RA 


ILROAD 


OF THE YEAR 
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‘TIME’-STYLE—First od in a new series marking Missouri-Pacific Lines’ 


versary is this two-color 


INSTITUTION 


51 


YEARS 


100th anni- 
lating Time's “Mon of the Year.” Mo- 


page 
Pac's campaign will include nm i 


in 25 


in 80 cities, and outdoor posters 


PoP 


markets. 


As the advertising plans take 
shape, it becomes apparent that 
both magazines and newspapers 
will get comparatively less of the 
auto promotion funds. Studies on 
television programs were so glow- 
ing that this medium is sure to 


advertising funds from new car to! come in for a larger and larger bite 


of the auto advertising dollar. 


HUDSON FORMS COUNCIL 
Detroit, Jan. 
of a Hudson Dealer Council has 
been announced by N. K. VanDer- 
zee, vice-president in charge of 
sales, Hudson Motor Car Co. 

Mr. VanDerzee said that the 
council will be composed of rep- 
resentative dealers from 22 dif- 
ferent trading areas in the U. S. 


9—Inauguration | 


| 
“To further make this council 


truly representative of the Hudson 
dealer body, it will be composed 
of dealers from ‘he largest metro- 
politan cities, medium-size cities, 
suburban and rural areas,” he said. 
“This group will meet with top 
Hudson management to discuss 
mutual problems and programs. 


|@ “Hudson is represented in the 
United States by 2,300 dealers | 
strategically located throughout | 
the country. I can honestly say 
that the present dealer organiza- 
tion is the best financed, best | 
equipped dealer body in Hudson's 
41-year history.” 

Mr. VanDerzee said that Hudson 
dealers and distributors now have 
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a total investment in their busi- 
nesses of more than $145,000,000. 

The first meeting of the new 
Hudson Dealer Council will be 
held early in February 


Majestic Buys Space 
to Announce TV Winners 
Majestic Television & Radio di- 
vision, Wilcox-Gay Corp. New 
York, which this year is getting 
into the act of presenting TV 
awards, will buy newspaper space 
to announce its monthly winners. 
The first small ads will appear in 
video cities starting this month. 
Shappe-Wilkes is the agency. 
Featured in these ads will be 
John Cameron Swayze, commen- 
tator on the “Camel News Cara- 


van” (NBC), who was named 
Majestic’s “Mighty Monarch of the 
Air” for January because of his 


“fresh and informative technique 
in presenting the news.” He was 
selected by a poll of TV editors 
representing newspapers through- 
out the country. 


| Appoints George Gruenwald 


George H. Gruenwald has been 
named manager of the newly cre- 
ated merchandising aids depart- 
ment of Willys-Overland Motors 
Inc., Toledo. He was formerly as- 
sistant advertising manager of the 
company. 


K&E Appoints Sutton 

Felix Sutton, previously with 
| Geyer, Newell & Ganger, has be- 
|}eome copy supervisor of Kenyon 
& Eckhardt, New York. 


> TEST 


Metropolitan 
NEW 
YORK 
FOR 


a 


PEANUTS 


Send or call for the com- 
plete bulletin “Metropoliten 
New York Test Market #1" 
Study the facts and you will find you c 
al a yok “ty segment of oar ali 

Yor testing BAYO f 
4 9 cents a Tine just a co! 
pa with any other media giving 
complete, concentrated coverage of 


‘THE BAYONNE TIME 
“Bayonne connot be sold from the outsi 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Medison Ave., N.Y. © 435.6. Michigan Ave., 


each Monti, [lectrical Dealer reaches THE APPLIANCE DEALERS WHO 
make 83% oF THE $6,000,000,000 ANNUAL APPLIANCE SALES! 


This hand-picked, carefully balanced circulation gives you 
more dealer coverage than any other magazine. And only 


in Electrical Dealer can you cover, with one purchase. the 


full total of Dealers who do 83° 


TV business. Editorial content is all Dealer, too - 
cal articles by expert staff writers and industry authorities 
on how to merchandise, how to display, how to build a 
bigger and more successful appliance business 
want and use. Your 


dealers really 


© of the Appliance-Radio- 
practi- 


cover 


articles 


Appliance-Radio-T, Volume, 


year. So remember 


sales story has its best chance to be read and acted upon in 


ELECTRIC 


AL DEALER. 


Forthcoming issues of the magazine will be better, more 
effective, than ever. We've just adopted a distinctive new 
added a special New Products Department 
oped an advanced editorial program for the forthcoming 
for top Appliance - Radio-TV Sales 
the DEALER makes the Difference! 


devel- 


Elec. Contractor 


Furn. 


Elec. Appliance-Radio-TV Dealers & 
Deolers 


Elec. Depts., Hardware Stores 
Elec. Depts., Furniture & House 
Stores 


oe & Dep. eens 


15,466 
3433 


$033 


TOTAL (CCA) CIRCULATION... 


Comm'c'l. Execs., 

Mors 
Misc. Elec. Appliance Retailers 
Elec. & Hdw. Wh'isolrs. & Distribs 
Elec. Mirs., Agents & Reps 


Merch. & Soles 
. lt. & Power Cos 


35,615 


1,915 
2,535 
2,520 
1,309 


For SOLID SALES-BUILDING, get full information now! 


DALLAS 
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22 E. HURON st. ° CHICAGO 11, WL. 


CLEVELAND 15, OHIO 
NEW YORK 17, NEW YORK 


SAN FRANCISCO 5, CALIFORNIA 


LOS ANGELES 5, CALIFORNIA 
SEATTLE 1, WASHINGTON 
1, TEXAS 
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Miss Schon‘s Coupon Clippers Save 
Money for Her Publisher Clients 


New York, Jan. 10—~-Business 
paper publishing may have its 
pleasures—but 
handling group 
inquiry coupons 
is definitely not 
one of them. 

The group in- 
quiry coupon ap- 
pears in a grow- 
ing number of 
publications. It 
lists a series of 
numbers which 
the reader circles 
if he wants to re- 
ceive samples, booklets, brochures 
or folders offered by various ad- 
vertisers in a given magazine issue. 
After circling his selections, the 
reader mails the coupon—a busi- 
ness reply card—to the readers’ 
service department of the maga-| 
zine 

It's when the mailman dumps 
the cards at the publisher's office 
that the latter's troubles begin. | 
Processing replies is an expensive, 
complex, time-consuming opera- | 
tion—especially when a card con-| 
tains several hundred numbers and | 
the reader has circled, say, 75 of | 
them. 


Ann Schon 


e But publishers of 15 business 
papers thus far have decided to 
sidestep their group coupon head- | 
aches by hiring Ann Schon’s Read- 
ers’ Reply Service, 115 Bedford St., | 
New York. 
Since launching her service two | 
years ago this month, Miss Schon 
has signed the following clients: 
McGraw-Hill’s Chemical Engi- 
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o:s Wow 
Vow 
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neering and Food Industries; Rein- 
hold’s Materials & Methods and 
Progressive Architecture; Ameri- 
can Chemical Society's Analytical 
Chemistry, Chemical Engineering | 
News and Industrial & Engineering 
Chemistry (for which Reinhold 
handles advertising); Conover- 
Mast’s Aviation Age, Construction 
Equipment, Liquor Store & Dis- 
| penser, Mill & Factory and Pur- 
chasing, and Industrial Press’ 
Heating & Plumbing Equipment 
News, Heating & Ventilating, and | 
Machinery. 
| 


| 


|@ Miss Schon told AA that her 
| service can handle group inquiry 
coupons much more cheaply than 
| can the magazine itself. She frank- 
ly admitted that the secret of her | 
operation is a series of shortcuts, | 
but she was reticent about going | 
into details. Employing 19 people 
in her service, Miss Schon said} 


| only that “one of my girls can do| 


twice as much work in a day as a 
girl in a publisher’s coupon depart- 


; ment. 


“One of our magazine clients,” 
she said, “had a small volume of 
inquiries—small enough so that} 
there was not much profit in our | 
handling its coupons. We asked 
the magazine if we could resign | 
the account. The publisher agreed | 
until he found that his own letter 
shop would take on the job at three 
times the rate our service had 
charged. 

“Then he asked us to take the 
account again—at a higher profit 
for us than before. Even this fig- 
ure was considerably less than 
that quoted by his own depart- 
ment.” 


s Miss Schon said magazines pay | 


jher different rates, depending on 


|the complexity of their group in-| 
quiry coupons. Her rate range runs | 
from $29 a thousand inquiries for 
a simple card to $55 a thousand for 
a complex card. 

She said a girl working for her 
can handle perhaps 400 inquiries 
daily, if it’s the simple type of 
reply card that is involved. This 
figure, she said, falls off consider- 
ably in the case of more difficult 
cards. 

Miss Schon underlined the prob- 
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DEALERS’ CHOICE—Retail druggists representing all types of stores in varied markets 
throughout the country were interviewed by E. R. Squibb & Sons and Kay Inc., 
New York display company, to learn their preferences as to materials, styling and 
features to be incorporated in this display. The finished unit, designed and pro- 
duced by Kay, has legs of chromium plated seamless steel tubing; metal shelves 
with ends of solid maple; heodpiece of Plexiglas and maple; and other details in- 

suring strength and stability. 


The units cost $89.50 each. 


lems facing her employes by point- 
ing out that a magazine like Chem- 
ical Engineering may have a reply 
card listing 700 numbers. She said 
that readers often check anywhere 
from 50 to 200 of these numbers. 

“A card with 200 items circled,” 
she explained, “means that the 
girl working on that card must 
go through 200 sorting opera- 
tions.” She said her bigger clients 
draw about 20,000 inquiries a 
month. 


@ Miss Schon, a blond, started her 
career selling time on WING in 
Dayton. She later moved to a 
Rapid City, S. D., station where 
she put a free-lance home-maker 
show on the air. From there she 
went to the Max Goldberg Adver- 
tising Agency in Denver, where 
she was a copywriter. Then she 
moved to New Kensington’s 
WKPA, near Pittsburgh, where she 


Was a continuity writer and sub- 
sequently a program director. 

She has also been associated 
with Walker & Downing, Pitts- 
burgh advertising agency, and 
NBC in New York. With NBC she 
was home economist on the sus- 
taining “Home Is What You Make 
agg 

Miss Schon got interested in 
group coupons after leaving NBC 
and taking a temporary job in the 
manufacturers’ literature depart- 
ment of the Reinhold Publishing 
Corp. Amazed at the complexities 
of handling group inquiry coupons, 
she settled down to devising vari- 
ous shortcuts. The result was a 
streamlined operation that saved 
the company 50% of its former 
costs. 


es When she realized that many 
other publishers were similarly 
threshing about in the group in- 
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quiry maze, she started Readers’ 
Reply Service. Her major concern, 
now as then, is finding quick, in- 
expensive methods for forwarding 
reader inquiries to advertisers. 

For proof that she has the right 
combination, Miss Schon points out 
that one publisher claims her serv- 
ice saves him more than $1,000 a 
month. 


Open TV Counsel Service 


Beacons Television Features Inc., 
a consultation service for televi- 
sion advertisers, has been organ- 
ized here with offices at 420 Boyl- 
ston St., Boston. Principals in the 
company are Leonard Sanderson, 
formerly art director of Alley & 
Richards, Boston, president, and 
Barbara Keane, formerly radio 
and television director for the 
same agency, treasurer. 


Campbell Testing TV Films 


Campbell Soup Co. is test film- 
ing television versions of its two 
radio programs, “Club 15” and 
“Double or Nothing,” at Jerry 
Fairbanks Studios, Hollywood. 
Tape recordings are being made 
of the programs as they are filmed, 
to test the practicability of cutting 
a radio program simultaneously. 
Ward Wheelock Co., Philadelphia 
is the agency for Campbell Soup. 


Fruehauf Gets Army Contract 


Fruehauf Trailer Co., Detroit, 
has been awarded a contract by 
the Ordnance-Tank Automotive 
Center, Detroit, to manufacture 
more than 35,000 all-purpose cargo 
trailers to be used by all branches 
of the armed services. The contract 
is said to represent the first major 
trailer order since V-J Day to be 
placed by Army Ordnance Corps. 


GE Appoints Dr. Davis 


Dr. William Carlton Davis has 
been named manager of marketing 
research of the air conditioning 
department of General Electric Co., 
Bloomfield, N. J. He was formerly 
assistant to the president and a 
member of the economics and mar- 
keting faculty of the City College 
of New York. 


Miami Has 50.000 TV Sets 

As of Jan. 1, 1951, the estimated 
number of television sets installed 
in WTVJ’s, Miami, Fla., coverage 
area was 50,000. Of this total, 3,840 
were located in public places. 


L. A. Agency Changes Name 
McNeill & McCleery, Los An- 
geles agency, has changed its name 
to McNeill, McCleery & Creamer. 
The new principal, C. R. Creamer, 
has been an account supervisor. 


22 E. HURON ST. * CHICAGO 11, ILL. 
101 PARK AVE., NEW YORK 7, N. Y. 
West Coast ............-....... i sceed MeDonald-Thompson 
MARKET ST., SAN FRANCISCO 5 * 3727 W. éth ST., LOS ANGELES 
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REACH ALL MAJOR PACKAGERS: 
Mfrs. of 
FOOD PRODUCTS .... ‘ . 5006 
TOILET GOODS, DRUGS, CHEMICALS 3042 
APPLIANCES, PARTS, OTHER PACKAGED 
HEAVY INDUSTRIAL EQUIP. 1619 
WINES, BEERS, LIQUORS 795 
PAINTS, LUBRICANTS . 579 
HARDWARE & SPECIALTIES 729 
PAPER & PAPER PRODUCTS 816 
TEXTILE PRODUCTS 563 
JEWELRY & SILVERWARE 150 
TOBACCO & TOBACCO PROD. 31 
MISC. PACKAGED PRODUCTS 

(TOYS, NOV., MUS. INST., 

SPTNG. GOODS, ETC.) peocecs” ae 
DEPARTMENT & CHAIN STORES 120 
DESIGN SVS. & ADV. AGENCIES 462 
TOTAL [efaay CIRC. 14,401 


MORE BUYERS SEE YOUR SALES STORY IN PACKAGING PARADE! 


The News magazine of the packaging field is received 97% by selected 
companies and individuals who can and do actually buy packages. 


s and services, to the tune of 


packaging materials, equi 


almost $7,000,000,000 annually. Non-packaging manufacturers—low-in- 
fluence second assistant straw-bosses—non-buying persons with only an 
academic interest in the packaging field are ruthlessly weeded out in 
daily list-checks. PACKAGING PARADE circulation is conscientiously 
kept free from dead wood and filled with important buyers only. 


All ads in PACKAGING PARADE are adjacent to live, interesting 
editorial matter—articles, news, pictures prepared by expert editors who 
know what busy executives want to read. And the big “Super-Size” page 

10 x 13”—makes possible a choice of 8 different space units—one to 
fit any budget or campaign problem, and each giving you up to 60% 


more actual space per ad dollar! 


Make your own comparisons . . . 


analyze every magazine value . 


take an objective look at just what your ad dollar will buy, in the 
packaging field, in terms of: display space per dollar, ad exposure, 
editorial quality, actual buyer coverage. You'll find PACKAGING 
PARADE is your best buy on every count. 


NO DEADWOOD e NO PADDING e AILL-BUYER 
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‘Look’ Presents First 
Annual TV Awards 


New York, Jan. 10—Look will 
present its first annual television 
awards Jan. 12 during a special 
variety program over CBS-TV. 
This all-star show, to be emceed 
by Ed Sullivan, Look’s selection 
as best emcee, will be the “Ford 
Theater” presentation for that 
evening. 

Other Look winners: 

Arthur Godfrey and Faye Emer- 
son as most pleasing personalities. 

Frank Stanton, president of CBS, 
and Joseph McConnell, president 
of NBC, as heads of the networks 
devoting more coverage to the 


United Nations, and a represent- | 


ative of the Ford Motor Co. for 
sponsorship of General Assembly 
sessions—a special award. 


s Max Liebman of “Your Show 
of Shows” (NBC) as best pro- 
ducer; Robert Montgomery of 
“Lucky Strike Theater” 
as best director; Charles Andrews 
of “Garroway at Large” (NBC) as 
best writer; James McNaughton of 
ABC as best stage designer; Mil- 
ton Berle of “Texaco Star Theater” 
(NBC) for best variety show. 
Jimmy Durante of “Four Star 
Revue” (NBC) for best program 
of year in his TV debut; Dave Gar- 
roway (NBC) as “most original in 
TV;” Sid Caesar of “Your Show 


of Shows” as best comedian; West- | in charge of food-drug production. 
inghouse’s “Studio One” (CBS) as Wilson C. Swigart has been pro- 


best dramatic program; “Camel 
News Caravan” (NBC) as best 
public affairs program; Gillette’s 
“Cavalcade of Sports” (several 


(NBC) | 


| 


ness and originality that makes it; 
a fine little entertainment on its 


own.” 
TV Guide also made some 14| re f irs THe 
awards to talent for outstanding | 7 
accomplishment in various types | ae DONNEL 
of television programming in 1950. 4A ff 
-~ 4 


Only sponsor honored was Lucky 
Strike. Batten, Barton, Durstine & 
Osborn produces the Lucky com- 
mercials. 

(Lucky Strike’s TV commercials 
have an unusually high “interest- 
ing” or approval rating, according 
to Jay & Graham Research, which le 
conducts Videodex ratings. Jay & 4 2 chicago 
Graham told AA that recently the | fA 
Lucky Strike commercials have : 
been rated interesting by 66% of 
Videodex panel members and ir- 
ritating by only 5%, with 29% 
neutral, in a sample of 2,000 re- 
ports.) 
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To Sponsor ‘Cisco Kid’ 

Mission Macaroni Co., Seattle, 
began sponsorship Jan. 4 of 
“Cisco Kid” on KING-TV, Seattle, 
Thursday evenings. The company 
also will sponsor the show on Mu- 
tual radio stations in Spokane, 
Wenatchee and Yakima during 
1951 on Wednesday and Friday 
evenings. Frank B. Taskett Adver- 
tising Agency, Seattle, handles the 
account. 


A. C. Nielsen Names Three 


A. C. Nielsen Co., Chicago, mar- 
keting research, has promoted C. 
Virden Stewart to vice-president 


moted to vice-president in charge 
of radio-TV production, and Earle 
C. Seepe has been promoted to 
vice-president and director of per- 
sonnel. 
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‘Name Six Products 
Backed in Chicago 
‘Coupon Round-Up’ 


Curcaco, Jan. 12—The six man- 
ufacturers cooperating in the Reu- 
ben H. Donnelley Corp. coupon- 
ing in this area the week of Jan. 
22 are: 

General Foods Corp. for Swans 
| Down cake mixes; Wesson Oil & 
| Snowdrift Sales Co. for Wesson 
Oil; Libby, McNeill & Libby for 
Libby's peas; Simoniz Co. for its 
floor wax; Kraft Foods Co. for 
Parkay margarine, and Fitzpatrick 
Bros. Inc. for Kitchen Klenzer. 

Six coupons averaging 10¢ each 
in value will be mailed in a single 
envelope to 1,100,000 householders 
in Chicago, Evanston, Oak Park, 
Cicero, Berwyn, and River Forest. 
They are redeemable at local gro- 
ceries for the nationally advertised 
products. 
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e Page ads promoting redemptions 
will appear in the Chicago Daily 
News and in color in the Chicago 
Tribune on Thursday, Jan. 25. 

The announcement of this cam- 
paign early in December (AA, Dec. 
11) resulted in an immediate de- 
mand for cooperative couponing 
nationally. Subsequently, a March 
program in 21 markets from coast 
to coast was announced (AA, Dec. 
25). A. M. Andersen, Donnelley 
vice-president, said yesterday that 
participation in the March “Cou- 
pon Round-up” already guarante 
that at least 35,000,000 coupo 
will be mailed. 

Donnelley has appointed Fulto 


q A SIMON . 
esta 


networks) as best sports program, 
and “Mr. I. Magination” (CBS) as | Sponsors ‘You Asked For It’ 


COUPON ROUND-UP—That’s what Reuben H. Donnelley Corp. calls its cooperative 
couponing for the six products shown. This ad will be run by Dormelley in the 
Chicago News and Tribune next week. 


Morrissey Co., Chicago, as agenc' 
for its direct mail division. 


best children’s program. 


LUCKY’S COMMERCIALS 
WIN ‘GUIDE’S’ AWARD 

New York, Jan. 10—TV Guide, 
weekly video news magazine, has 
selected Lucky Strike’s “Be Happy, 
Go Lucky” pitch as the commercial 
of the year. 

American Tobacco Co. has been 
giving this revived theme—it dates 
back some 20 years—the full treat- 
ment on its three network TV 
shows for several months. 

The Lucky commercials, which 
have been widely acclaimed by the 
critics, were selected, the magazine 
explained, because: 

“The sales message is delivered 
here in the most beguiling and 
painless way, with deftness, fresh- 
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Rosefield Packing Co., Alameda, 
Cal., has signed to sponsor a new 
program, “You Asked For It,” on 
KTTV, Los Angeles. Viewers will 
be invited to ask for those people, 
places or objects they have always 
wanted to see, with requests 
screened. The program is pack- 
aged. by Oxarart & Steffner. 


Will Launch Toni Cut-Outs | 


Lowe Inc., Kenosha, Wis., this 
month will launch a Toni paper 
doll cut-out book, featuring a se- 
lection of different hairdos. The 
book will be the latest promotional | 
tie-in of a children’s play item and | 
the Toni name. The nylon-haired | 
Toni doll, out last year, was the} 
Pearson Appoints Parke first such product. 

Pearson Advertising Agency, 
New York, has named Larry Parke, 
New York representative for In- 
ternational Artists, London, as 
head of its radio-TV department. 


James Quinn Joins R&R 

James F. Quinn, formerly re-| BSF&D Named by Hygrade 
search director of Gardner Adver-| Hygrade Food Products Corp., 
tising Co., St. Louis, has joined) Detroit, has named Brooke, Smith, 
the Chicago office of Ruthrauff &' French & Dorrance, Detroit, to) 
Ryan as an account executive. handle its advertising. | 


Agency Forms New Department 

Cowan & Dengler, New York, 
has established a research and 
copy counsel department, with 
| Frank E. Fehlman in charge. 


HOME 


1170 SROADWAY NEW 4 


FURNISHINGS 


READ BY MORE THAN 2700 MANUFACTURERS 


OF PAPER PACKAGES — — — 


Compl plant c ‘age is essential if 


e & s é w 
tributed on invitation by industry experts. An 
advanced editorial program is under way for 
1951, which will include authoritative cover- 
age of all phases of box manufacturing— 
management, selling and plant operation— 


your advertising is to do its full job in 
generating sales in the highly concen- 
trated, yet relatively complex, paper box 
manufacturing industry. BOXBOARD 
CONTAINERS is the oldest and best- 
known magazine in the field, for 58 
years familiar to box men under its old 
name of SHEARS. It reaches into all 
important subdivisions—makers of cor- 
rugated, folding, setup boxes and other 
boxboard packaging items; and pene- 
trates deeply into the numerous multi- 
| plant operations within these subdivi- 
sions. 


| BOXBOARD CONTAINERS articles 


Essentially COMPLETE 


Carton Plants . . 


Boxboard packaging items. 


ABC Circulation of 2228 now supple- 
mented by carefully chosen’ Directed 
Circulation of 450 . . . Total Distri- 


923 Setup Box Plants . . . 733 Folding 
. 411 Corrugated 
and 132 Solid Fibre Shipping Con- 
tainer Plants . . . 200 Plants moking 
Fibre Cans, Tubes, Drums and other 


(Figures contain duplications . . 
make more than one item) 


with special material of actual dollars- 
and-cents value to readers. In addition, 
regular features and departments, in- 
cluding full coverage of all industry 
news and developments, will be con- 
tinued. 


Coverage 


A larger (9 x 12”) page size pro- 
vides even better visibility for 
advertisements of all sizes. 
BOXBOARD CONTAINERS 
is handsomely printed in our 
own large plant—you can be 
sure that your advertising 
will appear at its best in 
these attractive pages, 
for real sales results. 


- some plonts 


are staff-written, except for those con- 


* a 


oxboard 


The Basic Book for Reaching Box Manufacturers 
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VERTISING AGE. 
about results: 


in advertising — the 


OF $20,000 JOB... 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
a year. SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 


“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. These 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
“Advertising Market Place” 
in ADVERTISING AGE is the most resultful 
place to tell your story. 


OFFERS 


And here’s what he said 


Milwaukee, etc., and the 


No. 3857. Buying Intentions of 
Minnesota and Dakota Farm 
Families, 

What farm families in Minnesota 
and the Dakotas plan to purchase 
during the next 12 months is out- 
lined in these two surveys pre- 
pared by the research department 
of The Farmer. In addition to data 
on household furnishings, farm 
equipment and supplies, it tells 
what these farm families plan in 
the way of new construction, re- 
pairs and remodeling during 1951. | 


Information for Advertisers 


and graphs, it gives figures on the 
distribution of traffic, revenue ton- 
miles, number of railroads with 


' trackage of 1,000 to 5,000 miles and 


over, and growth in use of diesel 
power in railroading. 


No. 3862. Buying Power of the Na- 
tion’s Working Women. 

Living habits and spending 

power of women in nine major oc- 


cupational groups are outlined in| 


this survey conducted for Charm 
by Culpepper Hertz Inc. The first 


|in a series of Fact Files to deter- 


No. 3859. Facts 
Market. 

The relative importance of in- 
dustrial activity in cities with a 
population of 25,000 and more and 
cities of less than 25,000 is pon 
sented in this study offered by 
Nation's Business. The study is 
divided into two main sections. The | 
first section gives in dollar volume 
the value, by state, of all business | 
transactions, exclusive of manu- | 
facturing, while the second section | 
contains facts on manufacturing | 
by states. County figures are given 
in both sections for each state. 


| 
on the Business | 
| 


3860. Market Data on the 
Knitted Outerwear Industry. 

Statistical information on the 
output of all products of the knitted 
outerwear industry, as well as the | 
trade’s raw material consumption, | 
and geographic dispersion of knit- | 
wear firms, is given in this market 
information report published by 
Knitted Outerwear Times. A cir- 
culation breakdown and an analy- 
sis of the publication’s coverage 
are included in the report. 


No. 


No. 3861. Compilation of Railroad 

Data. 

Basic statistics covering mileage, 
equipment, personnel, purchasing 
power and other factors relating 
to market potentials in the rail- 
road industry are offered in this 
brochure issued by Modern Rail- 
roads. Containing numerous charts 


mine the consumer strength of the 
country’s 19,000,000 working wo- 
men, this comprehensive study 
covers office workers, school 
teachers, saleswomen, nurses, ex- 
ecutives and other professionals, 
beauticians, telephone workers, 
factory workers and waitresses. 


No. 3855. 1951 Medical Lists Data. 
Tabulation of count of special 
mailing lists in the hospital and 
medical fields is presented in this 
book offered by Fisher, Stevens 
Service Inc. It tabulates, by state 
and major cities, the number of 
physicians, dentists, druggists, hos- 
pitals, veterinarians, nurses, chiro- 
practors and chiropodists. 


No. 3856. Buying Habits of the 
Young Male. 

This study of the buying habits 
and influences of young men is of- 
fered by Varsity. It contains infor- 
mation on what they buy, what 
they do in their leisure time, their 
income and employment, and in- 
fluence on family purchases. 


No. 3858. Data on the Spokane 
Market. 

Market and media data on the 
Spokane, Wash., market area are 
given in this folder offered by The 
Spokesman-Review and Spokane 
Daily Chronicle. Statistics on the 
market, building activity, power 
and irrigation, and the newspapers’ 
circulation and services are in- 
cluded in the folder. 


Note: Inquiries for the items listed above will not be serviced beyond Feb. 26. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


csveeeeeee TITLE 


COMPANY 


ADDRESS 


CITY & ZONE 


STATE 


THE ADVERTISING MARKET PLACE 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


ceding publication date. 


line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 
> Display classified takes card rate of $11.25 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 


| 185 N. Wabash Fr-2 0115 Chicago 
| WANTED 
| Experienced TV broadasting technician 


for Midwestern Television Station. Ex- 
perienced AM engineers will be considered 
in lieu of actual TV experience 
Box 3532, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Ill. 
Advertising Space Salesman . ..$7200 
Lumber & Building Exp. 
GEORGE WILLIAMS—PERSONNEL 
209 S State St. HA 17-2063 Chicago 4 


Publisher's representative can use ser- 

vices of advertising salesman in greater 

New York, full or part time on business 

papers. Drawing account and commission. 
Box 3544, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising. Advertis- 
g. Sales Promotion and Management. 
*AND 


Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Bivd. Chicago 4, Il. 


ADVERTISING SALESMAN, free to trav- 
el, who wishes an opportunity to estab- 
lish $10,000 income with a permanent re- 
peat clientele of small accounts. Estab- 
lished national organization 

Box 3554, ADVERTISING AGE 
} 200 E. Illinois St., Chicago 11, Il. 


! 
| Tepnetch Media Man-Nat. agcy bkernd. 
Open Space and time exper. TV included. 
Agric. Copywriters-Agcy.... $4200-$10,000 
Agric. degree. Agric. mach’y. exp. req. 
TV Copywriter-Retail exper $4000 
| Strong promotional flare. Agcy oppor. 
| Mkt. Research Woman-Degree req....$3300 
| Statistician. Compilation, analysis. 
\2 Sales Pr ti Correspondent 
Production Asst.-Agcy oppor 
|2 yrs. exper. Male or female 
Ask for ELINOR KENT 
MONARCH PERSONNEL 
28 E. Jackson WAbash 2-9400 Chicago 4 


POSITIONS WANTED 

AGENCIES—CORPORATIONS—ANYONE 

eed a Result Getting Copywriter? 
Do you require an atomic injection 
Of word wizardry in your advertising? 
Want—Slogans? TV and Radio 
Commercials? Display Ads? Song Ditty 
Plugs? Circular and Folder Designing? 
Do you need superio: advertising writing? 
Writing that is startling and arresting? 
Advertising created that SELLS? 

Eye and Ear Stopper writing with IDEAS? 
If you will pay $10,000 a year—to start- 
1 AM YOUR MAN 
Box 3543, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SPACE REPRESENTATIVE 
To work out of Cleveland for a good book. 
Either full or part-time. Agency and space 
selling background. Age 28, married, chil- 
dren. Write 
Box 3545, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ul. 


Promotion Pub. Mgr. 15 yrs. mag., news. 
exp. * Sales and sales managing * Good 
executive * Young * Now employed. 
Box 3546, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Open 
$2700 


POSITIONS WANTED 
NEED EXTRA PERSONNEL 
ON THOSE SPECIAL RUSH JOBS? 

Part time or temp. work handled fast & 
accurate. Exp. in all phases of adver. 
& secretarial work. Miss Wolf DA 6-1050 
I CAN HELP YOU IN THE 

SAN FRANCISCO BAY AREA! 
Free-lance sales and advertising man with 
20-year background and own downtown 
office, has time available for contacts, co- 
py, layout, merchandising, sales promo- 
tion and publicity. Write “H.P.” Room 
527,690 Market St., San Francisco 4, Calif. 
Production Expert, npp. & cir. ads, dir 
mail pieces, catalogs. Also writes copy, 
buys art. Good planner, coordinator, cost 


cutter. 
x 3548, ADVERTISING AGE 
200 E. Illinois St., @hicago 11, Ill. 
Young man 5 years agency exper. Layout 
production, traffic mang., media. Famil- 
iar pharmaceutical adv. Desire position 
agency, manufac., where hard work will 
build future. Can relocate pref. Midwest. 

Box 3549, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

WANT JOB WITH FUTURE 

Seek challenge of creative work, 5 yrs 
exp. edit.-publicity, college, 27 

Box 3550, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
ALL AROUND AD MAN for agency or 
advertiser. A self-starter in new account 
activity, contact, copy, media, production 
Some research exp. Veteran, age 32. 

Box 3551, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Adv. Designer. 28—gen'l. exp. in field. 
Grad. Inst. of Design ‘48. Chicago. 

Box 3552, ADVERTISING AG 
Illinois St., Chicago 11, Ill. 
PRODUCTION MAN 
Production man with 5 years’ experience 
as asst. prod. mgr. Eastern 4A agency, 
and diversified background in printing 
production and supervision, wants oppor- 
tunity in sound agency in South or West. 

Box 3555, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

REPRESENTATIVES WANTED 
Established publisher wants top-flight 
representation for publication in TV trade 
field in Boston, NY, Cleveland, West 
Coast & Chgo territories. 

Box 3547, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Controlled Circulation Shopper, Southern 
city, wants National Representative. 

Box 3553, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
MISCELLANEOUS 
FINE CANADIAN MAILING LIST 
175,000 Mail Buyers on Elliott Stencils. 
Will rent to reliable house. Can mail. 
Write-TOBE’S, Niagara-on-the-Lake, Ont. 


CIRCULATION MANAGER 
AVAILABLE 


17 successful years on national pe 
cations—both general and trade. Strong 
on subscriptions-by-mail, newsstand 
and agents’ promotion. Full knowledge 
of all phases of circulation dept. Age 
40, married, 2 children, draft-exempt. 


Box 7782, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


200 E 


Attention 
DRUG « TOILETRY « COSMETIC 


Manufacturers, Distributors, Chain Retailers, 
or their advertising agencies 


We have for outright sale or on a royalty basis a unique, 
original series of products and merchandising programs 
offering so many advantages that you can feature a new 
major selling point every three months and not run out of 
new promotions for five years. 

We invite inquiries for further information from progres- 
sive, well-rated firms in this field. 


Box 7780, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


decide to keep it! 


Acquiring a well established business paper to augment your 
present properties? Modern format, outstanding record of service 
| to readers and advertisers, profitable rate structure established. 
Substantial increase in gross billing over 1950 assured. Growth 
potential exceptional, particularly if you command a capable sales 
force of your own. $75,000 can buy this book unless partners 


Box 7786, Advertising Age 
200 E. Illinois St., Chicago 11, Til. 


Advertising Age, January 15, 1951 
Public Utilities Ad 
Contest Details Set 


| New York, Jan. 8—A total of 
174 awards will be made in the 
1951 better copy contest of the 
Public Utilities Advertising Assn. 
at the organization’s annual con- 
vention here May 17 and 18. 
Twenty-two classifications of ad- 
vertising and publicity work will 
be featured. 

Rules books, containing complete 
| instructions for those entering the 
contest, have been distributed to 
association members and others in- 
terested in utility advertising. 
Competitors do not have to be 
members. 

All of the award-winning entries 
will be reproduced in a single 
printed volume, the 1951 national 
awards book, which will be sold 
at cost 

Copies of entry rules are avail- 
able from C. Fred Westin, con- 
test chairman, Public Service Elec- 
| tric & Gas Co., 80 Park Pl., New- 
| ark, N. J. 


| Maps Motor Boat Show Drive 
| A heavy program of newspaper, 
magazine, radio and outdoor ad- 
vertising is scheduled for the 4lst 
annual national Motor Boat Show, 
| Jan. 12-20 in New York. E. M. 
Freystadt Associates, New York, 
is placing copy running from 40 
lines to 120 lines in 50 dailies and 
69 weeklies, beginning Jan. 7, as 
well as insertions in entertainment 
publications. Radio spots are 
scheduled on eight New York sta- 
tions, through Kin Radio Adver- 
tising, and an outdoor schedule 
a been placed by Arthur Cohen 
0. 


Starts New Carstairs Drive 


Calvert Distillers Corp., New 
York, has launched a new adver- 
tising campaign for Carstairs 
whisky with a new theme, “Think 
Twice and You'll Buy Carstairs,” 
which will continue featuring 
twins. Schedules call for use of 
238 newspapers and extensive car 
card advertising. Lennen & Mitch- 
ell, New York, is the agency. 


An Absorbing Job in 
EXPORT ADVERTISING 


and Sales Promotion 

World-recognized manufacturer of 
heavy machinery seeks a man to 
supervise export advertising and sales 
promotion. He should be young, sales- 
minded and keenly interested in for- 
eign trade. Some engineering training 
or aptitude important. The job offers 
direct contact with a strong sales 
organization covering 50 countries— 
a perfect entrée to the increasingly 
important business of world trade 
Write in confidence stating experience, 
qualifications and salary bracket. Box 
7785, Advertising Age, 200 E. Illinois 
St., Chicago 11, Ill. 


| 
| PROCTER AND GAMBLE 


Procter & Gamble has an excellent open- 
| ing im the advertising department for 
'a young college graduate. Location of 
the position is in Cincinnati executive 
offices. Genuine o portunity for promo- 
tion; age 23-27. rite to Employment 
| Division, Dept. Z, the Procter & Gamble 
| Co., Cincinnati 2, Ohio, giving all perti- 
| nent information and enclosing a recent, 
inexpensive snapshot. 


| Advertising — Sales Promotion 
37 year old top agency executive with 
remarkable record of achievement avail- 
able to top-ranking advertiser or agency. 
Industrial, consumer or service fields 
| Location no object. Write: 

ox 7778, ADVERTISING AGE 


B 
200 E. Illinois St., Chicago 11, Il. 


40,000 COMPANIES 
Names and addresses of 40,000 companies 
who promote products or services on 
nat'l. or sectional basis. Will rent at $15 
per M, including addressing by stencil on 
your envelopes or order cards, plus a 
one-line imprint such as “‘Att’n resi- 
dent.”” Also complete letter-shop facilities 
if desired. Write Mr. Dee, ‘API, 200 E. 
Illinois St., Chicago. 


Attention: Advertising and Public Relations Managers 
dur unique promotion plan advert! 

through books. We . 
ret magazines and 
oublicity on radio and television; we sell es 
book stores, libraries and schools throughout the 
vation. 


s 


Your product 


——————— 
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DISPLAY EXPERTS—Clark Gavin, editor, Point-of-Purchase Merchandising; Bernard D. 

Karlstadt, Excelsior Window Trimming Corp.; and G. Theodore Ketterer, vice-presi- 

dent, Ketterlinus Lithographic Mfg. Co., pick the grand prize winners in the recent 

Inhiston mystery photographer contest sponsored by Union Pharmaceutical Co. for 
the best drug store window displays featuring the company’s cold tablets. 


Institute Formed 
to Promote Silk, 
Rayon Print Goods 


New York, Jan. 9—The Silk & 
Rayon Print Institute has been 
formed as a non-profit organiza- 
tion for the improvement and ad- 
vancement of industrial, trade and 
consumer relations in the industry. 

A full-page ad announcing the 
new organization appeared in the 
Jan. 3 issue of Women’s Wear Dai- 
ly. Clyde E. Murray, of C. E. Mur- 
ray Co., management engineer, and 
newly elected president of the in- 
stitute, told AA that, aside from 
that ad, the institute does not plan 
to do any advertising this year. 

“The purpose of the institute,” 
Mr. Murray said, “is to provide an 
agency through which the use of 
silk and rayon print goods may be 
fostered through popularizing 
styles, designs and color combina- 
tions of prints for use in women’s 
and men’s wear, to create a popular 
demand for print materials and to 
create styles and fashions requir- 
ing the use of print goods. 

“ he institute plans to conduct 
and assist trade research, investi- 
gation and experiments in connec- 
tion with silk and rayon print 
goods,” Mr. Murray said, “and to 
collect and disseminate trade sta- 
tistics.” 


@ It is also planned, he said, “to 
issue publications and circulars to 
inform and educate the public and 
trade as to the results of our in- 
vestigations.” 

In addition to Mr. Murray, other 
officers include: Jerome I. Ross- 
man, Jerry Rossman Corp., vice- 
president; Irving H. Rosen, Allied 
Textile Printers, treasurer; and 
Jules Forman, Burlington Mills, 
secretary. 

Directors, in addition to the | 
officers, are: Charles Blount Jr.,! 
Louis J. Brenner, Ira A. Jacobson, | 
A. M. Perlman, J. Fred Thomases, 
Philip A. Vogelman and Martin 
Weiner. 

An office has been opened by the 
institute at 270 Park Ave. 
| 
Premier Foods Expands TV 

Francis H. Leggett & Co., New| 
York, which has sponsored Johnny 
Olsen’s “Rumpus Room” over 
WABD, New York, for the past 
year, has expanded its coverage 
to a four-station eastern network 
over DuMont. Time for Premier 
food products was bought through | 
Peck Advertising Agency, New 


Lumite Fabrics Plans 


Largest Ad Drive in ‘51 

The Lumite division of Chicopee 
Mfg. Corp., New York, will launch 
its 1951 campaign, the largest ever, 
via the back cover of Holiday for 
March, featuring Lumite automo- 
bile seat cover fabrics. Copy for 
this, as well as a following series 
of ads in Holiday and The Satur- 
day Evening Post, will point up 
style, wearability and qualities of 
Lumite. 

Geyer, Newell & Ganger, New 
York, the Lumite agency, also will 
place insertions in Automotive 
News, Motor, Detroit Athletic Club 
News and Autobody and the Re- 
conditioned Car in the trade cam- 
paign. Merchandising dealer aids 
and radio spots will be used. 


'RCA Victor Promotes Haber 


Julius Haber, formerly advertis- 
ing and sales promotion manager 
of RCA’s tube department, has 
been named director of advertis- 
ing and sales promotion of RCA 
technical products by RCA divi- 
sion, Radio Corp. of America, 
Camden, N. J. He has been with 
RCA since 1922. John P. Taylor 
continues as manager of advertis- 
ing and promotion for the engi- 
neering products department. Mr. 
Haber will be attached to the staff 
of the vice-president in charge 
of technical products. 


Credit Group Reelects 


C. H. Mahistedt, assistant treas- 
urer of Parade Publication Inc., 
has been reelected chairman of the 
Publishers Advertising Credit 
Group of the New York Credit 
Group Service Inc., an affiliate of 
the New York Credit & Financial 
Management Assn. Reelected with 
Mr. Mahistedt were: G. D. Sloat, 
accountant for Ideal Publishing 
|Co., group vice-chairman, and M. | 
E. DeVries, advertising credit man-| 
}ager for Street & Smith Publica-| 
tions, group treasurer. | 


| West End Names Cohen 
West End Brewing Co., Utica, | 


N. Y., has appointed the Harry B.| 
Cohen Advertising Co., New York, 
as its agency for Utica Club beer 
and ale, effective Feb. 1. News- 
papers, outdoor, radio and TV will 
continue to be used on a regional 
basis. Moser & Cotins, Utica, now 
has the account. 


Fisher Pen Names Wright 


Fisher Pen Co., Chicago, has 
named Robert E. Wright, former- 
ly sales manager of Felt Point Pen 
division of Marsh Stencil Machine 
Co., as general sales manager. 


Doyle Agency Moves 
Doyle, Dane, Bernbach, New 


at 25 W. 45th St. 


Parker Joins ATF Inc. 

George J. Parker, formerly gen- 
eral manager of the Dana Corp., 
has joined ATF Inc., Elizabeth, N. 
J., as vice-president in charge of 
defense production. He will direct 
all manufacturing activities on 
ATF contracts related to the na- 
tional defense program. ATF Inc. 
is the parent company of some 
five subsidiaries, including Amer- 
ican Type Founders Inc. 


Automotive Show Postponed 
The Middle Atlantic Regional 
Automotive Show planned for | 
April at the Commercial Museum, | 
Philadelphia, has been postponed 
because of the war emergency, and | 
the exhibition hall at the museum | 
has been tentatively reserved for | 
the show from April 21 through 24, | 
1953. 


Burndy Ups Harris 
Burndy Engineering Co., New| 
| York, manufacturer of electrical 
|connectors, has appointed David 
H. Harris as assistant advertising 
and sales promotion manager. He 
succeeds Adrian Price, who has 
joined Dexter Chemical Corp. as 
director of public relations. 


Write for Circular AA-1 


advertisement reproductions, ete. 
message moves in sequence, ADmaster 
action attracts attention, holds interest, 
delivers your product message 
the sale! Compact and portable 
cal system or film; hence ideal for day- 
lighted windews and upon retail store 
counters. Fool-proof operation, long life, 
especially low priced for volume use. 


AUTOMATIC 
Potnt-0of- Purchase 
DISPLAY 


ADmaster is designed to the needs of 
advertisers. Accommodates from 6 to 18 
separate standard 8” x 10" photographs, 
lithograph posters, photo-gelatin prints, 
Black-Lite fluorescent posters, magazine 


Each 


clinches 
no opti- 


ADMATIC PROJECTOR COMPANY 


111 West Jockson Blvd, Chircgo 4, Il 


one. 


THE SEATTLE 
POST-INTELLIGENCER 
| published MORE 


RETAIL ADVERTISING: 
than during ANY OTHER 
YEAR of its 87-year 
History , 


*a GAIN of almost three-quarters of a million lines 
over the preceding year! 


RESULTS—-THAT'S IT! 


York, has moved to larger quarters 
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66 
McGraw-Hill Transfers Two 


John F. Gomez has been trans- 
ferred from the Philadelphia to 
the Chicago staff of McGraw-Hill 
International to work on the sales 
staff of American Automobile 
(Overseas Edition), El Automovil 
Americano, Pharmacy Internation- 
al and El Farmaceutico. James D. 
Dolan, formerly in the New York 
office, replaces Mr. Gomez in Phil- 
adelphia, for the same publica- 


tions. Don G. Heinly, of the Chi- | 


cago office of McGraw-Hill Inter- 
national, has retired. 


WAKE Joins Columbia 

Station WAKE, Greenville, S. C., 
joined the CBS radio network Jan. 
1. James Ayres is general manager 
of the 250-watt station, which be- 
comes the 195th AM affiliate of 
Columbia. 


ART DIRECTORS 


thruout the country are reading Art Director & 
Studso News, first and only US monthly busi- 
ness paper reporting art direction, ad and 
editorial art, ph hy, YP phy, etc. 
19th issue just out. $1.50 per yr. for 12 issues. 
ART DIRECTOR & STUDIO NEWS 
39 E. 51 Se, New York 22, N. Y. 


7 


Social Research 


Issues First of 
Six TV Reports 


Cuicaco, Jan. 9—The first of a 
series of six studies on audience 
reactions to television shows has 
been published by Social Research 


|Inc., a private research organiza- 


tion composed of sociologists and 
psychologists. 

The report, based on 263 inter- 
views in the Chicago area, is an 
attempt to explain why viewers 
in different social classes like or 


| dislike various types of programs. 


It also seeks to evaluate audience 
reactions to commercials. 

Dr. Burleigh B. Gardner, execu- 
tive director of Social Research, 
says that the study is an explora- 


| tion of “typical television programs 


| 


class 
tastes 


representing upper-middle 
and lower-middle_ class 


He fires customers with enthusiasm 
at point-blank range 


His ammunition is his voice—and when he draws a bead, 


big shots become small bores. 


His “radar” is leg-work, 


and his penetrating news analyses bracket an enthusiastic 


audience. 


As Mr. C. Paul Wanstreet, of U. S. Tire & Supply, Inc. 
wrote to Station WHAR, both of Clarksburg, W. Va.: 
“We try to choose that type of advertisement which 
reaches the most people with the best message at 


the smallest cost. 


“Since subscribing to your ‘Fulton Lewis, Jr.’ show, 
received comments from both old and new customers, 


our customer response has been tremendous. 


We have 


many of whom came in for the first time on hearing 


this show. 


Needless to say, we have been greatly 
” 


impressed by the results . . . 


The Fulton Lewis, Jr., program, currently sponsored on 
more than 300 stations, offers local advertisers a ready- 


made audience at local time cost. 


Since there are more 


than 500 MBS stations, there may be an opening in your 


locality. Check your Mutual outlet 


or the Co-operative 


Program Department, Mutual Broadcasting System, 


1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11). 


| {“Kukla, Fran & Ollie’ and the 


Kate Smith show, respectively]. 


se “These two types of programs,” 
he asserts, “clearly represent dif- 
ferent worlds both in entertain- 
ment appeals and in the social 
structure of their audiences. More- | 
over, we find that the commer- | 
cials, unless carefully attuned to) 
the different types of audiences, | 
will be ignored.” 

To gather the data, Social Re- 
search interviewers used non-di- | 
rective interviews before and after | 
commercials, thematic appercep- | 
tion tests (series of symbolic illus- | 
trations) and depth interviews | 
while programs were in progress. 

The upper-middle class and 
“middle majority” groups, as de- 
fined by Social Research, are iden- 
tified in terms of occupation, 
source of income (rather than 
amount alone), membership in va- 
rious organizations, location of re- 
sidence, etc. 

The report finds that upper- 
middle class people “look for so- 
phistication, cosmopolitan poise, 
and individuality in character and 
taste” in their entertainment. 
“Since TV (or any other medium) 
does not often give them this, they 
are casual in their attitudes to- 
ward it.” 

Further, members of this group 
“feel it genteel to devaluate their 
possessions and are likely to be- 
come hostile when exposed to long 
sales talks. They are likely to bear 
advertising per se some slight 
grudge, and their sales resistance 
drops when the selling is done in 
a discomfited way.” 


@ Thus, Social Research concludes, 
commercials on “Kukla, Fran & 
Ollie” (which appeals most to the 
upper-middle class audience) suc- 
ceed in reaching the audience pri- 
marily because of the informality 
with which they are presented and 
the manner in which they are 
woven into the programming. 
“However,” the report asserts, 
“material objects are too import- 
ant to the ‘middle majority’ to be 
endeared by such slighting, and a 
‘ribbing the product’ approach 
needs to be quite broad-sided hu- 
mor for them to get the point.” 


e The fact that Kate Smith has 
achieved success without becom- 
ing “snooty” and her identifica- 
tion with the values (kindness, 
morality and a homespun attitude 
toward life) accepted by the mid- 
dle majority, “make Mrs. Middle 
Majority feel comfortable, secure 
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Ode to an Adman 


An adman called on us one day 

With furrowed brow and bloodshot eye. 
He’s wondered why his ads don’t pay: 
“What can be wrong? Sales pass me by!” 
So that’s the problem you have brought? 
We'll find the answer big or small. 

Has point of sale been given thought 

Or have other media been given all? 
Your ads are fine to draw crowds in, 

But ads alone don’t sell your brand. 


Let point of sale your battle win 

And reap the harvest that’s at hand. 
“Cheer up, my friend, and remember thus: 
Your advertising’s never stale 

If you’ll give it just that extra ‘plus’ 

And tie it in at the point of sale.” 


—Richard B. Criswell, 
Chicago Show Printing Co. 


and worth while in her presence.” 
The various elements of the two 
programs which appeal to au- 
diences of the shows are described 
in detail in the report, which is 
being distributed to clients of So- 
cial Research. The series of six 
is available to others for $500. 
Subsequent studies will cover 
commercials (types, impact on va- 


rious groups and product perti- 
nence); variety and amateur shows 
(appeals, holding power and sales 
functions); daytime video pro- 
grams (audiences, impact, specific 
problems and functions), and chil- 
dren’s shows and animation tech- 
niques. 


Shulton to Run Three 
Separate Ad Campaigns 
Shulton Inc., New York, manu- 
facturer of soaps and toiletries, 
will run three separate campaigns 
during the first six months of 1951. 
Old Spice shaving creams and lo- 


tions will be featured in various) 


size ads in Argosy, Christian Sci- 
ence Monitor Magazine, Collier’s, 
Esquire, Life, The New Yorker, 
The Saturday Evening Post and 
True. 

A separate Father’s Day drive 
on Old Spice shaving sets will use 
full-color ads in Christian Science 
Monitor Magazine, Collier’s, Es- 
quire, Good Housekeeping, Life, 
Look, Parade, The Saturday Eve- 
ning Post and This Week Magazine. 
A separate campaign on women’s 
toiletries will be launched in Feb- 
ruary with a full-page, full-color 
ad in Life, with follow up inser- 
tions from March through July in 
Charm, Good Housekeeping, La- 
dies’ Home Journal, Look, Red- 
book, Seventeen and Woman’s 
Home Companion. Wesley Associ- 
ates, New York, is the agency. 


Lever to Promote New 
Formula for Lux Flakes 

Lever Bros. Co., New York, will 
introduce a new formula, color 
freshener, for Lux flakes shortly 
via J. Walter Thompson Co., New 
York, the Lux agency. Color fresh- 
ener, which according to Lever 
research will keep fine fabrics at 
their original brightness indefi- 
nitely, will be used as a theme in 
four-color ads in Good Housekeep- 
ing, Ladies’ Home Journal, True 
Story, Woman’s Day, This Week 


Magazine and supplements as well | 
as promotion throughout 1951 on 


“Lux Video Theater.” 


Luncheon Is Served Moves 


Luncheon Is Served, Philadel- 
phia, food promotional organiza- 
tion, has opened new offices at 
2601 Parkway. 


D.C. Board Seeks 
| Ban on Prices in 
Liquor Advertising 


| WASHINGTON, Jan. 9—The alco- 
holic beverage control board of 
the District of Columbia is pushing 
| for a rule which would prevent 
liquor stores from mentioning 
prices in their advertising. 

The proposed rule would also 
prohibit indirect reference to price 
—including such phrases as “bar- 
gain sales” and “big savings.” 
The board contends the ban on 
| price advertising would be in the 
public interest because bargain 
sales induce customers to buy more 
than they might otherwise. Dis- 
trict commissioners will hold pub- 
lic hearings before acting. 


Estate's Spring Drive Will 
Tie In with Two Movies 


Estate Stove Co., Hamilton, O., 
a subsidiary of Noma Electric 
Corp., for its spring national ad- 
vertising will tie in with two new 
Twentieth Century-Fox movie re- 
leases, “Take Care of My Little 
Girl” and “I'd Climb the Highest 
Mourtain.” Four-color and b&w 
ads will appear in Good House- 
keeping, Living for Young Home- 
makers, McCall’s, The Saturday 
Evening Post, What’s New in Home 
Economics and Woman’s Day. En- 
dorsement of Estate ranges by stars 
Jeanne Crain and Barbara Bates 
also will be carried in all merchan- 
dising aids, in a new dealer mat 
service and in displays. 

The company also announced a 
|}new series of 13-second filmed 
| television spots, allowing seven 
}seconds for dealer’s signature. 

supplement Estate’s 


These will 
present movie trailer and one-min- 
ute TV spot service. 


S1MPSON-REILLY, LTD. 
|| Publishers Representatives 


Since e928 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


THERE’S ONLY ONE IN- SOUTH BEND 


~ 


Soulh 


by competition. Tests made here are economical, too 


There is only one newspaper in this market—The South 
Bend Tribune. Competing circulation does not exist, out- 
side circulation is negligible. Test results obtained in “Test 
Town, U.S. A.” are clear-cut and reliable, uncomplicated 


The 


Tribune’s miiline rate is lower than the national average. 
Write for free market data book entitled”Test Town,U.S.A.” 


Che | 
#end 


— Cribune — 
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TARZAN ON DON LEE-—-D. B. Lewis, president of Dr. Ross Dog & Cat Food Co., Los 
Angeles, signs to sponsor “Tarzan” on the full Don Lee Broadcasting System, ef- 
fective Jan. 4, in the 8-8:30 p.m. time period. Present for the signing were Leon 


Wray, sales manager, KHJ; C. R. Roth 


and Walter White Jr., president of C 


| Six Magazines Join CCA 
One advertiser, two agencies and 
| six publications have recently be- 
|come members of the Controlled 
| Circulation Audit. They are: Scov- 
| ill Mfg. Co.; Doyle, Kitchen & Mc- 
Cormick; Gotham Advertising 
| Agency; and Electrified Industry; 
Industrial Ledger; Photographic 
| Trade News; Plumbing & Heating 
Journal; Sheet Metal Worker, and 
Wisconsin Beverage Journal. CCA’s 
total membership is now 489, com- 
posed of 286 publications, 166 ad- 
vertisers, 79 advertising agencies, 
and 8 branch offices of agencies. 


| Syndicate Offers Ad Comics 


Post-Hall Syndicate, New York, 
has opened an industrial service 
division which provides “a com- 
plete service for the preparation 
and publication of advertising 
|comics.” Kenneth L. Hall, syn-| 
dicate manager, will head the new 
division. 


Lewis Joins ‘New Yorker’ 

Daniel G. Lewis, recently with 
Flair, has joined the advertising 
sales staff The New Yorker, 
New York. 


| denberg. Linn Addison was elected 
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‘Elks’ Ups Rates, Guarantee vice-president of Marfree and now 

Effective Feb. 1, Elks Magazine’s| Supervises all space advertising 
b&w page rate will increase $150| Placed from the Chicago office. 
to $2,000 ani the agate line rate All Addison accounts and key per- 
will rise from $4.60 to $5. At the| sonnel have moved to the Mar- 
same time, the circulation guar-| free agency. 


antee will be increased 100,000 
over the previous guarantee to) Emil Mogul Sells Stock 
600,008. Key executives < Emil moe 
Co., New York, have purchased 
Acquires Addison Agency stock ownership in the agency. 
A. Linn Addison Advertising|! They include: Charles Rothschild, 
Agency, Chicago, has been ac-| executive vice-president; Milton 
quired by Marfree Advertising Guttenplan, newly elected vice- 
Corp., New York and Chicago, ac- | president, and Seth Tobias, Rino 
cording to president Harry Frie-| Negri and Myron Mahler, also 
vice-presidents. 


Specialists in SILK SCREEN PRINTING 


“INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


d, rep g the “Tarzan” interests; 
dore Producti which will produce the 
radio series. 


CIAA Sets Up Plan to Help Undergraduates 
Get into the Industrial Advertising Field 


Cuicaco, Jan. 9—The Chicago) gested by the public relations com- 
Industrial Advertisers Assn. has | mittee of the local association, will 
initiated a program designed to| be spearheaded by a booklet to 
help high school and college stu-| be written and published by the 


dents prepare themselves for ca- 
reers in industrial advertising. 

Purpose of the program is three- 
fold: 

1. To aid undergraduates in se- 
lecting courses and making plans 
for entering the field. 

2. To attract the better qualified 
undergraduates to industrial ad- 
vertising. 

3. To save the time of industry 
executives and persons seeking 
employment in industrial work by 
directing the best qualified job 
seekers to the logical persons for 
them to meet. 


s The program, which was sug- 


| group. 

The booklet will define the field, 
list requirements necessary for 
success, show undergraduates how 
| to go about preparing for a career, 
| describe logical calls for job seek- 
ers to make, and recount the op- 
portunities in industrial adver- 
tising. 

William Marsteller of the Mar- 
steller Co., Chicago, will prepare 
the booklet. Later, seminars will be 
| conducted on the various subjects 
| covered in the booklet, and inter- 
|ested students will be invited to 
| tour industrial plants, agencies, 

etc. 


Gray & Rogers Names 
Five New Partners 

Gray & Rogers, Philadelphia, has 
appointed five new partners and 
created a profit-sharing program 


for its 105 employes. The new part- | 


ners, making 11 in all, are: Samuel 


Chew, new-business director; Wil- | 


liam B. Edwards Jr. and Atherton 
Seeley, of the contact department; 
Wi'liam S. Harvey, of the copy de- 


par ment, and Edmond G. Thomas, | 
hera@ of the special department | 


handling pharmaceutical accounts. 

Jerome B. Gray, founder of the 
agency, already has as partners 
Edmund H. Rogers, Robert W. 
Graham, Sherman G. Landers, Guy 
E. Fry and Russell K. Carter. Un- 
der the profit-sharing plan, a per- 
centage of the agency profits is 
being set aside to be distributed 
next December. 


Snively Groves Opens Drive 


Snively Groves Inc., Winter Ha- | 


ven, Fla., has launched a new mer- 
chandising campaign to promote 
its oranges and grapefruit. Using 


a new label and a new trade name 


—Florida Cypress Garden brand— 
the campaign ties in with the well 
known Florida Cypress Gardens. 


An advertising campaign will fol- | 


low. 


| National Paper Starts 
| $25,000 Monthly Drive 


National Paper Corp. of Penn- 
sylvania, Ransom, Pa., last week 
launched a $25,000-per-month 
newspaper campaign for Swanee 
| Colo-Soft colored paper towels and 
tissue, in five cities. Ten pers 
in Baltimore, New York, Philadel- 
phia, Scranton and Wilkes-Barre 
will carry alternating 580- and 
330-line insertions. Full-page color 
ads will run in the New York News 
rotogravure section and pictorial 
review. The campaign is sched- 
uled to open in the Chicago mar- 
ket in March. H. C. Morris & Co., 
New York, is the agency. 


| 
| Kimball Gets Fisheries 


Holland Herring Fisheries Assn. 
has appointed Abbott Kimball Co., 
New York, to handle advertising 
and promotion of Holland herring 
in the United States. Plans call for 
intensive publicity and the use 
| of small newspaper space and spot 
| radio to build brand identification. 
| Roeder Goes to ‘Life’ 

Edward Roeder Jr., who recent- 
ly resigned as advertising manager 
of Popular Science Monthly (AA, 
| Jan. 1), has joined the New York 
| sales staff of Life. 


SALES PROMOTION MANAGER 
FOR 
TELEVISION MANUFACTURER 


Leading manufacturer has interesting and good 
position. Requirements: Creative idea ability, production 
knowledge of displays, printing, exhibit and convention 
work; write copy, rough layouts. Recent appliance or radio 
experience helpful. Write qualifications, past income, etc. 
Immediate employment. Box 7784, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, 


income 


Il. 


COMPLIMENTS OF 
AN UNNAMED ADVERTISER 

WHOSE FACE IS 

VERY VERY RED* 


eT eee ae 


Sn a on oe od 


%* “RED” because if he had thought te look up 
Emery Air Freight in the ‘phone book he'd have 
found out how his pletes could have reached 
this publication in time to make the deadline! 
P.S. Don’t let this happen to you . . . call 
neorest Emery office now for full details on 
“The World's Fastest Transportation Service.” 
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Lewyt Corp. Sets 
$1,500,000 Ad 
Drive for 1951 


Changes to Speed-Sak 
after Losing Patent 
Case to Health-Mor 


BROOKLYN, Jan, 9-——Lewyt Corp., 
which plans to spend $1,500,000 
this year on vacuum cleaner pro- 
motion, will continue to lay stress 
in its ads on the “no dust bag to 
empty” feature of the cleaner. 

This despite a legal hassle with 
Health-Mor Inc., Chicago manu- 
facturer of Filter Queen vacuum 
cleaners. A U.S. circuit court de- 
cision last May held Lewyt to be 
infringing on Health-Mor patents. 
In October, the U.S. Supreme 
Court denied a Lewyt request for 
a review of the lower court’s de- 


Here's What We Read! § 


If you want full information about | 
our coverage drop us a line asking for | 
our Beoklet Ne. 60 which lists more _ 
than 2100 publications that we read, | 
divided into four major classifications. 
Booklet also c ins some i ing 
information about our method of han- 
dling clippings. Booklet Ne. 50 ‘Maga- 
zine Clippings Aid Business” tells 
how the service is used by business 
organizations and their agencies. 


BACON'S CLIPPING BUREAU 
Husiners 


Papers @ Fanm Publications 
onsumer Magazines 


343 Se. Dearborn St., Chicago 4 


cision. 

Walter J. Daily, manager of 
Lewyt’s vacuum cleaner division, 
told AA that his company has re- 
placed the patented filter cone, 
(root of the fracas with Health- 
Mor), with a device called the 
Speed-Sak, which he described as 
“actually a filter that traps the 
dirt.” 


e Mr. Daily conceded that Lewyt 
changed over to the Speed-Sak 
because of the patent case, but 
declared that the new device has 
been in the works for a solid 
year. (The first legal action with 
Health-Mor dates back two years, 
but Mr. Daily said it was Lewyt 
who started the action to clear up 
the patent fog.) 

“The Speed-Sak,” he said, “pro- 
vides an easier method of trapping 
dirt than heretofore. A housewife 
usually adjusted the old filter cone 
the wrong way. The Speed-Sak 
is simpler to put on and holds 
about two times as much dirt. With 
the Speed-Sak, an improvement in 
every way over the filter cone, 
we now have filtering action the 
way we want it.” 


e Mr. Daily, who said the appli- | 


ance industry lives on new features 
and that the Speed-Sak answers | 
this demand, expiained that a| 
housewife would not have to 
empty the Sak when it became full 
of dirt. | 

“She simply throws it away—| 
bag, dirt and all—and puts another | 
one in her cleaner.” | 

Lewyt users get six Speed-Saks 
when they purchase the cleaner— 
a year’s supply. Thereafter they} 
can buy them at $1 for six. 

“The Health-Mor suit has not! 
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}ing will 


schedule are American Home, 
Better Homes & Gardens, Good 
| Housekeeping, Holland's, Ladies’ 


| The company will launch its first 


affected either Lewyt’s volume or 
its prestige,” said Mr. Daily. “As 
a matter of fact, our orders right 
now are double what we can ship. 
Our January production will reach 
an all-time high and we will allo- 
cate our cleaners to assure each 
dealer a fair share.” 

He cited no figures, except to 
say that this month’s production 
would be at least two and a half 
times more than that of January, 
1950. 


e January's record-breaking pro- 
duction would be possible, Mr. 
Daily said, “because we have found 
substitutes for certain scarce ma- | 
terials.” He indicated that the 
company is spreading out alumi- 
num and other items as much as 


possible. 
Another factor, he added, is the 
fact that Lewyt, as of Jan. 2, 


stopped production of its model} 
55-101 and will henceforth devote 
its energies exclusively to model 
55-80. Mr. Daily explained this 
action by saying that the nozzle 
on the 101 alone “required the 
same amount of aluminum as it} 
would take to make the model 80.” 


e Lewyt, which asserts it has| 
sold 1,000,000 units in three years, 
and which upped its price from 
$79.95 to $89.95 last November, 
will use magazines, outdoor, busi- | 
ness publications, newspapers, and 
radio and TV spots in its °51 ad- 
vertising, through Hicks & Greist 
Inc. 

Among the magazines on the 


Home Journal, Life, McCall’s, Sun- 
set, The Saturday Evening Post 
and Woman's Home Companion. 


extensive national outdoor adver- 
tising drive this spring, using 
1,800 sites. 

“In hiking our advertising bud- 
get by 50% over last year,” said 
Mr. Daily, “we are proceeding on 
the basis of no world war.” 

Then he added: “In every crisis 
the leaders emerge in front and 
the timid run for cover.” 


@ Donald B. Smith, Lewyt’s sales! 
promotion manager, said the com-| 
pany this year would lengthen its 
advertising season as a means of 
extending the selling season. He 
said that in previous years Lewyt 
concentrated its advertising in the 
months of April and May, with a 
little in March and some in Octo- 
ber and November. Now advertis- 
be heavy from March 
through June and from September | 
through December. 
“We want to get started on our! 
advertising ahead of the buying 
peaks, and we want our 75 distrib- 
utors and 8,000 retail dealers 
stocked up,” Mr. Smith said. 


HEALTH-MOR RUNS 


'ADS AFTER VICTORY 


Cuicaco, Jan. 9—In the wake of | 
the Supreme Court’s refusal to re-| 
view a circuit court decision which 
found Lewyt Corp. guilty of patent 
infringement, Health-Mor Inc. 
has launched a modest adver- 
tising campaign. Last month, 
through Cruttenden & Eger, Chi- 
cago, it placed page ads in news- 
papers in 21 metropolitan areas— 
the first concentrated advertising 
the company has done since patent 
litigation was started more than 
three years ago. 

Health-Mor is planning a simi- 
lar campaign in approximately the 
same markets, starting Jan. 20, but 
smaller space will be used this 
time. 


e The only reference Health-Mor 
makes in its current ad copy to 
its patent victory is a small block 
of copy which reads: “Filter Queen 
cannot be duplicated. It is pro- 
tected by patents that have been | 
tried and proved in the U. S.: 


CHRISTMAS DOOR—During the Christmas 
holidays, Hixson & Jorgensen, Los Ange- 
les agency, used its main entrance to 
provide this Yuletide background. The 
door was covered with white suede, and 
tied up with red ribbon and greeting 
card, combined with a pair of well- 
filled stockings to express the agency's 
Christmas spirit. 


’ 


courts.’ 
Unless new material allocations 
alter the company’s plans, it will 
schedule ads in Life and The Sat- 
urday Evening Post in the near 
future. Currently it is running 
some small ads in Good House- 
keeping and Parents’ Magazine. 


Appoint Heinrich Agency 

Don Heinrich Advertising Agen- 
cy, Peoria, Ill., has been appointed 
to handle the following accounts: 
Carr Johnson Co., Peoria, wooden 
products; House of Howell, Peoria, 
mail order specialty house; Wall- 
side Inc., Peoria, aluminum siding; 
Miller Belt Mfg. Co., Peoria, sew- 
ing machine tension gauges; Eur- 
eka Hatchery, Eureka, I11.; Dixline 
Casket Hardware Co., Galva, IIL. 
and U.S. Mfg. Co., Decatur, IU., 
popcorn poppers and metal spe- 
cialties. 


Midwest Farm Paper 
Unit Increases Rates 

Effective April 1, b&w page rates 
for the Midwest Farm Paper Unit 
will be increased from $6,050 to 
$6,410. The group is comprised of 
the Farmer, Nebraska Farmer, 
Prairie Farmer, Wallaces’ Farmer 
& lowa Homestead and Wisconsin 


| Agriculturist and Farmer. 
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Fuel Oil Jobbers 
Run 60% of Their 
Ads in Newspapers 


CLEVELAND, Jan. 9—Newspapers 
account for about 60% of the ad- 
vertising done by fuel oil jobbers, 
with direct mail ranking as the 
second most popular medium, ac- 
cording to an article in the Dec. 27 
issue of National Petroleum News. 

The article, “How Jobbers Pro- 
mote Oil Heat,” first in a series 
based on a survey by NPN of job- 
bers in the nation’s principal heat- 
ing oil markets, states that “only 
6% of the distributors name natu- 
ral gas directly in their advertising. 
Seventy per cent allude to gas ‘by 
inference’,” and “24% make no 
reference to gas, directly or indi- 
rectly.” 

Many jobbers use more than one 
medium. Figures on the use of 
various media by oil jobbers credit 
newspapers with 60%; direct mail, 
41%; radio, 28%; truck signs, 20%; 
handouts, 14%; television, 3%, and 
car cards, 3%. 


@ Newspapers are called the most 
successful medium by 37% of the 
jobbers; 23% chose direct mail; 
14% radio; 7% outdoor; 7% truck 
signs and 5% handouts. 

The article also reports that “of 
those jobbers who do any fuel oil 
advertising at all, 78% use more 
than one medium. Some use as 
many as five media. Jobbers who 
advertise use an average of 2.4 


media.” 


The survey covered the selling 
points stressed by jobbers. Results 
show that safety was pointed up 
by 73%; assured supply by 71%; 
choice of supplier by 58%, and 
economy by 42%. The report men- 
tions that these percentages “in- 
clude only jobbers who use at least 
one of the above selling points.” 

In comparing the amount and 
quality of gas advertising with oil 
advertising, the article states that 
differences depend on the areas 
covered. 


e “Jobbers report that gas adver- 
tising generally is heavy and ef- 
fective in areas where gas is in 
ready supply and [where jobbers 
are] seeking to open new markets. 
Elsewhere, in areas where gas is 
prohibited from taking on new 
customers, or where the supply is 
small, gas ads are poorer than 
oil's.” 
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McNair Tells NRDGA Sales Gains 
Will Come-Only by Price Increases 


(Continued from Page 1) 
what “I think probably will hap- 
pen, not what ought to happen. 

“In the first place,” he said, 
“retail sales volume will rise dur- 
ing 1951, most, if not all, of the 
increase probably taking place as 
the result of price advances. Per- 
sonal income has been advancing 
rapidly, attaining an annual rate 
of $230 billion as of October. 

“Higher wages, longer hours, and 
an expanded work force all point 
to a continuation of this rise. Agri- 
cultural income is moving up; large 
government spending, which really 
hasn’t started yet, is in prospect; 


and in the meantime business 
spending is running at a high 
rate... 


e “Under these circumstances, it 
seems eminently probable that dis- 
posable income in dollars will rise 
even after personal income taxes 
have been increased. With the 
present attitude toward saving, a 
rise in disposable income means a 
higher volume of retail sales. 

“As time goes on, however,” 
Prof. McNair continued, “there will 
be some notable shifts in the char- 
acter of retail sales volume. Spend- 
ing on automobiles and other con- 
sumer durables will decline; the 
falling off in private construction 
will decrease the demand for home 
furnishings; higher food prices 
will constitute an important first 
lien on many pocketbooks; soft 
goods volume will doubtless im- 
prove; and excess purchasing pow- 
er will slop over, probably unpre- 
dictably, into various kinds of lux- 
uries.” 

As to department stores’ outlook 
for the spring of 1951, Prof. McNair 
guessed that sales volume will be 
up over the spring of 1950 by 5% 
or 6% in dollars, with physical 
units as measured in number of 
transactions dropping a point or 
so. 


se William V. Morphy, corporate 
supply manager of R. H. Macy & 
Co., New York, devoted much of 
his talk before the store manage- 
ment session to the paper situation. 
He said retailers are experiencing 
difficulty in obtaining “an ade- 
quate supply of kraft at a satis- 
factory price.” 

Mr. Morphy said the scarcity of 
pap * and pulp, plus the build up 
of e:icess inventories, have been 
the tain factors contributing to 
the boxboard shortage and to in- 
creased costs of finished boxes 


the need for—or the value od 
systematic study of their problems | 
by trained research technicians. 

2. Lack of any clear-cut ideas 
of the purpose of research projects. 

3. Lack of patience to await the 
outcome of thorough research. 

4. Failure to give research di- 
rectors enough authority to win a 
fair consideration of his recom- 
mendations. 

5. The practice of assigning re- 
search to junior executives who 
have neither the training nor the 
experience to undertake signifi- 
cant projects. 

6. Providing for research in a 
stingy manner. 


e Unhappy memories of the last 
war, when the care and feeding of 
suppliers assumed unwonted im- 
portance in retail fields, were re- 
vived during the session. “We need 
this cooperation and understanding 
(between vendor and retailer) 
most at a period like this,” William 
Holmes, president of New York’s 
James McCreery & Co., told the 
general merchandising session. 
Customary trade discounts, Mr. 
Holmes insisted, should not be in- 
terfered with. Retailers regard the 
discounts as cushions against the 
shock of an insufficient profit, he 
said, adding, “Many seasoned mer- 
chandisers will say they would 
rather have $5,000 in discounts | 
than $10,000 in price concessions.” | 


es Irwin D. Wolf, vice-president 
and general manager of Kauf- 
mann’s, Pittsburgh, and vice-presi- 
dent of the May Co., warned at 
the top management session against | 
“unwise procedures” which some 
retailers followed in World War II. 
He listed these as follows: 

“Conscious over-selling, with! 
pleas for shipments over our rea- 
sonable allotments; promises (in 
return for goods) of long friend-_ 
ships that we never intended to 
continue; elaborate advertising and 
other concessions to new vendors 
while our regular resources were 
allowed to go unrecognized, or 
were actually dropped from our 
lists.” 

Mr. Wolf insisted that goods 
should not be allotted to retailers 
in quantities that are uneconomic 
or on conditions that clutter or 
waste advertising. 


e “Speaking of advertising,” he 
said, “I handled Kaufmann’s ad- 
vertising at one time myself, and so 
I still scan our ads with a special 


ranging from 25% to 40%. 

He pointed out that waste a 
per—the principal raw material in 
the manufacture of gift, folding 
and corrugated boxes—will con- 
tinue to be the core of the whole 
situation. 

He urged an intensive cam-| 
paign aimed at conserving wrap- 
ping and packing materials, and 
said it is not too early to start re- | 
turning to World War II practices 
of re-using packing materials. | 


es Dean Charles M. Edwards of) 
the New York University School 
of Retailing, who spoke at the Con- 
trollers’ Congress session, declared 


that “most retailers do not encour- | 


age or demand an organized in- 
vestigation of the recurring prob- 
lems that contribute to the inef- 
ficiency and the high cost of doing 
business.” He said a result of this 
is that retailers “have neglected re- 
search entirely or they have sur- 
rounded it with so many obstacles 
as to make it a lame and impotent 
servant.” 

He said that in most stores re- 
search suffers from six handicaps: 

1. Executives who are blind to 


interest. I remember any number 
of cases where Kaufmann’s felt 
called upon to use extravagant 
space on the basis of a promise. 
“1 have in mind several ads in 
which merchandise had to be iden- 
tified, on penalty of reduced allot- 
ments, by the name of the manu- | 
facturer, the name of the fabric 
converter and the name of the 
mill. There is no need to point out 
how little the public cares to have 
such elaborate technical informa- 
tion in an ad.” 


e Robert J. Powderly, sales pro- 
motion manager of Kresge, New- 
ark, N. J., who headed the sales 
promotion sessions, declared that 
“never before in the history of 
sales promotion, in my opinion, 
has our profession been challenged 
with so many problems. No longer 
do the fundamental regulations of 
promoting and advertising apply 
in our daily approach to selling 
merchandise. The picture seems to 
change daily and almost hourly.” 
He pointed out that one month 
ago Kresge was thinking in terms 
of doubling newspaper spreads. 
Now, with the newsprint scarcity, 
the problem has resolved to one of 


SUB WINS—Chicago 
Artists Guild picked 
Adrienne Falcon ‘Miss 
Windy City.” Other 
models ore Inge Jor- 
gensen (left) and Re- 
nee Bramen. These 
three were last-min- 
ute replacements 
among eight finalists. 


using half the space to tell the| 
same story. 

Kresge recently decided to use 
postcards to announce a nylon hose 
sale, prior to the regular newspa- 
per advertising. The company sold 
$40,000 worth of hose in three days 
and consequently canceled all 


| newspaper advertising. 


@ Listing some of the more im- 
portant problems facing sales pro- 
motion people today, Mr. Powderly 
cited: 

1. Increased rates. A recent sur- 
vey, he said, indicates that the 
cost per newspaper page per thou- 
sand families has gone up an aver- 
age of 5% since 1940. 

2. Newsprint shortage. Mr. Pow- 
derly believes that, “in most cases, 
your first choice newspaper will, 
in all likelihood, be the hardest 
hit. Your job is to work with all 
your newspapers to develop an 
equitable plan for the allotment 
of space which will follow a pat- 
tern of normal usage.” 

3. Composing room service. Late 
proofs, failure to follow copy, un- 
corrected errors and generally 
sloppy type settings represent the 
major problems. 

4. Excessive alteration by stores’ 
advertising departments. Resetting 
charges now employed by a major- 
ity of newspapers are not steep 
enough to stop the practice, Mr. 
Powderly believes. 


e “Oh, Lord, deliver us from the 
evils that have overcome adver- 
tising agencies, manufacturers, 
printers and publishers ...the evil 
of ‘over-loading’ the mails with 
material that ends in the circular 
file.” 

That was the plea of William J. 
McLaughlin, sales promotion man- 
ager of McCurdy’s, Rochester, N. 
, 3 

Publications which send “ad- 
vance retail merchandising re- 
ports” two weeks after the issue 
is out were singled out for criti- 
cism. 

“TI hardly have the heart to speak 
unkindly of the deceased, but those 
Flair cards certainly got into the 
thinning hair. Every hour, on the 
hour, a card telling me that Flair 
has sold Cadillac a page...or 
Cresta Blanca wine...or Haig & 
Haig... 


“The folks at Westinghouse have 
my greatest respect, for fine mer- 
chandise and a wonderful televi- 


sion show...but my desk isn’t 
large enough for a deluge of 
8%x11” giant postcards, ‘Back- 


stage with Studio One’. 


s “Nearly 50% of all mailings are 
addressed to both the store presi- 
dent and general merchandising 
manager ... who in turn send them 
through inter-office mail to my 
desk. This just doubles the confu- 
sion but so far I haven't figured out 
any control that will work success- | 
fully. | 
“And another national squawk: | 
Please don't have mats with labels, 
trademarks or reverse prices strip- 
ped over the merchandise! We 
won't use one brand mat for an- 
other’s product. If the product is 
nationally famous, we'd be crazy 
not to use the name in our text.” 
Good glossy photographs are 
wanted by 65% of the retailers, 
Mr. McLaughlin said, and 55% 
also want manufacturers’ b&w na- 
tional advertising photographs. 
Mats of the product only are re- 
quested by 65% of the stores, | 
which also feel that reproductions 
of other stores’ ads are helpful. 


@ Speaking to the general mer-| 
chandising session on the 1951 out- 
look for hard goods, Vale Freeland, 
director of department and furni- 
ture store sales, electric appliance 
division of Westinghouse Electric 
Corp., considered the subject an 


embarrassing one in view of the) 
changing day-by-day conditions, | 


but nevertheless ventured some 
opinions. 

“There were fairly large inven- 
tories on some lines at the big 


store level a month ago, but not at! 


the general dealers level nor the 
manufacturer level. Present pro- 
duction—plus carry-over stocks— 
will probably satisfy the market 
for the first quarter and maybe 
part of the second. On some models 
and appliance lines, you may be 
short before the first quarter ends. 
The crucial period, when you'll 
feel the pinch, is March and 
April.” 


@ The Saturday Evening Post is 
| launching a nationwide contest to 
| stimulate complete coordinated 


| promotions of either one SEP ad- 
vertised item or a line of SEP ad- 
vertised items at the local level. 

Details were revealed at the 
NRDGA convention by Robert K 
Farrand, retail merchandising 
manager for the magazine. Six 
awards in the form of gold, silver 
and bronze busts of Benjamin 
Franklin—in two store volume 
classifications—will be made at the 
retailers’ midsummer meeting. 

Contest instructions and official 
entry forms may be obtained from 
Mr. Farrand at the SEP, Independ- 
ence Square, Philadelphia 5. 


TV MAKING BIG BID 
TO STORES: STOLZOFF 

New York, Jan. 10—For the first 
time in history, a medium other 
than newspapers is making an im- 
portant bid for department store 
dollars, J. S. Stolzoff, radio-TV 
vice-president of Cramer-Krasselt 
Co., Milwaukee, said here this 
week. 

Mr. Stolzoff made the statement, 
which referred to television, be- 
fore a joint luncheon meeting of 
American Television Society and 
National Retail Dry Goods Assn. 

Asserting that the theory that 
the “great American housewife 
doesn't have time for daytime TV” 
already has been exploded, the 
agency man predicted a great fu- 
ture for department stores in vi- 
deo, which is proving its popu- 
larity as a shopping aid. 


@ He characterized as a miscon- 
ception the theory that “certain 
products lend themselves to tele<= 
vision.” Products that have anima< 
tion or something to demonstrate 
may be better suited to the medi< 
um, he said, adding: “But we 
mustn't overlook the impressive) 
success television has had selling” 
such items as cook books, wooden! 
tables, shoes and stockings.” 

Mr. Stolzoff believes daytime’ 
shopping shows will continue to) 
mushroom, but feels they can do? 
a better job when sponsored by al 
single retailer rather than by par-~ 
ticipating stores. ; 


Phonevision Test ; 
Acclaimed by Both _ 
Press and Viewers 
sponse to Zenith’s Phonevision test . 


Cuicaco, Jan. 11—If the re- 
in Chicago thus far is a valid in- ¥ 
dication, the experiment is a suc-— 
cess. 

The daily press writers have 
written about Phonevision in com- 
plimentary terms; members of the 
300-set test panel have been almost 
unanimously enthusiastic and 
thousands of Chicagoans not on the 
panel have called Zenith and the 


telephone company to try to get 
their TV pictures unscrambled. 


s In addition to the families on 
the panel (who called a special 
Zenith switchboard in order to have 
the picture unscrambled), thou- 
sands of other set owners in the 
area tuned in to the show, listened 
to the unscrambled sound track and 
happily tortured their eyes in or- 
der to watch the jiggled image on 
the TV tube. 

Jay & Graham Research (Video- 
dex ratings) told AA that prelim- 
inary figures indicate that about 
3% of Chicago's video set owners 
sat through a scrambled version of 
an entire movie during the first 
week of the test—a total of ap- 
proximately 23,000 families. 

Zenith has not released any data 
on the number of panel subscrib- 


|}ers who have requested any film 


or group of movies aired since 
Jan. 1, and it is unlikely that fig- 
ures will be made available before 
the test ends, if then. 


Canadian Association Moves 

Canadian Weekly Newspapers 
Assn. has moved its offices to 108 
Peter St., Toronto. 
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Uncertainty Dominates the Opening 
of Chicago Winter Furniture Market 


(Continued from Page 1) 
buying spree. By Wednesday, how- 


ever, such fears had not been 
realized 
s Radio and television manufac- 


turers, who probably will be hard- 
est hit by government restrictions 
on metals and materials, have 
been on allocation for months. 
Thus retailers who want to build 
up their inventories are unable to 
place as many orders as they may 
have wished 

Nevertheless, the dealers turned 
out in record numbers to look 
over competitive lines, gather data 
on prices, and ask questions about 
the production outlook and de- 
livery dates 

Most radio and video manufac- 
turers appear convinced that pro- 
duction during the first quarter 
of 1951 will be about equal to the 
output in the last quarter of 1950 
(and up decidedly from the first 
quarter of 1950). 


e An important portion of first- 
quarter production, they reason, 
will utilize components now in in- 
ventory or on order. Thus quality 
probabiy will not be seriously af- 
fected 


Want to Fall in Love with 
1,000,000 Women? 


Here's your chance to reach the members 
of Aunt Ellen's nationally known needle- 
work club. The WORKBASKET is their 
bible. A fabulous market . numbering 
over 1,000,000 home-makers who coatrol 
the pursestrings. ..availabletoadvertisersfor 
the first time. Exciting success stories and 


sample copy. Send 
AUNT ELLEN’S 


your letterhead... 


428 Handcraft Building, Kensas City 16. Me 


Beyond the firs, three months, 
however, almost none of the manu- 
facturers cared to hazard guesses. 
Undoubtedly, defense production 
will have become an important 
factor by spring. The big problem, 
manufacturers feel, is to main- 
tain civilian production at suffi- 
ciently high levels so that large- 
scale lay-offs during conversion 
to war production will not be nec- 
essary. 

They are worried about main- 
taining their experienced person- 
nel as a “force in being.” If it 
should be necessary to lay off pro- 
duction personnel because of 
shortages of materials for civilian 
goods, they feel, defense output 
might be seriously hampered by 
the lack of trained men. 


s Most of the radio and television 
producers represented at the mar- 
ket indicated that they will con- 
tinue advertising during the first 
quarter at about the same level 
or better than last year. 

Executives of Admiral and 
Capehart agreed that current dis- 
tributor inventories are “nominal,” 
and that retail inventories are “not 
excessive.” Heavy consumer buy- 
ing this ; summer, and again this 
fall, to beat the excise tax took 
some of the edge off Christmas 
purchases. 


e If it becomes necessary to cut 
the number of models in manufac- 
turers’ lines, FM sets, higher price 
radios and lower price TV sets 
probably will be the first to go 
Production of low-price AM sets 
will continue, however, because 
of their importance in disseminat- 
ing news 

Richard A. Graver, vice-presi- 
dent in charge of sales for Ad- 
miral Corp., said unequivocally 
that “Admiral feels FM is on the 


ALL BUSINESS IS LOCAL 
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Only one newspaper 
influences local business 


Summit County which includes Akron, Barberton and 


Cuyahoga Falls, has a 1950 population of 407,981 


This 


single county constitutes the greater part of the compact 


Akron Market 


Here is a rich county, individual in its interests, population 
choracteristics, industries and buying and living potterns 


Here is a rich county where all buyers ore united in their 


newspaper reading habits 
100% 


The Akron Beacon Journal's 


coverage of Summit County proves this to be o fact. 


Fain 


ee") Bee ae oe i ay = 


AKRON BEACON JOURNAL 


John S Knight, Publisher———— 


Story, Brooks G Finley, Rep 


| decline.” 


Admiral already has 
eliminated FM as standard equip- 

ment on some combinations which 
previously offered both AM and 
FM. However, FM tuners may be 
installed at the option of the pur- 
chaser. Several other manufac- 
turers indicated that they are plan- 
ning to take similar action 

If materials shortages force cur- 
tailment of appliance lines, waffle 
irons, sandwich grills, electric cof- 
fee brewers and vacuum cleaners 
probably will be hardest hit, ac- 
cording to T. J. Newcomb, sales 
manager of Westinghouse Corp.'s 
electric appliance division. 


@ Other forecasts voiced during 
the first week of the market in- 
cluded: 

1. Shortages of radio-TV com- 
ponents may bring about a tele- 
vision black market late in spring. 
In addition, a shortage of TV sets 
may create a thriving second-hand 
market for television receivers. 

2. Furniture manufacturers ex- 
pect to be able to build a “reason- 
able quantity of furniture of rea- 
sonable quality” for the first half 
of 1951. A shortage of case goods 
during the first six months is un- 
likely, though chrome furniture 
production may be cut. 

3. Furniture and home furnish- 
ings promotion may switch from 
a fashion approach to the idea that 
maintenance of a comfortable 
home is important. 

4. There will be a serious short- 
age of refrigerators, washers and 
ironers by June or July. 

5. Labor shortages in the furni- 


ture industry—possibly by mid- 
year—will bring about technical 
advances. William Raoul, vice- 


president of Cavalier Corp., Chat- 
tanooga, predicted that, within a 
few years, 50% of the wood now 
wasted would be salvaged. 

6. Overtime work in radio and 
TV plants (as well as in other de- 
fense industries) will result ir 
a vast increase in consumer pur- 
chasing power. 


a W. L. Davis, president of Davis 
Cabinet Co., Nashville, told a press 
conference Monday that furniture 
prices generally are 15% above 
the June, 1950, level. He said, how- 
ever, that a leveling off may be 
expected because of government 
directives. 

As far as shortages are con- 
cerned, Mr. Davis said dealer in- 
ventories are high, although man- 
ufacturers are already feeling the 
effects of shortages in case goods 
and hardwares. 

E. V. Duffy, president of the 
National Assn. of Bedding Manu- 
facturers, and general manager of 
E. B. Malone Co., Miami, said a 
serious shortage in cotton has re- 


sulted from the lowest crop in 
years. He estimated the available 
supply at three months, out of 


which requirements for the Armed 
Forces’ bedding supplies must be 
met. Retail prices, he said, have 
not yet begun to reflect raw ma- 
terial increases. 


Tele-Tone Moves to N. J. 


Tele-Tone Radio Corp. is mov- 
ing its New York operations to 
Elizabeth, N. J. The company, 


which produces $40,000,000 worth 
of radio and TV sets annually, said 
the move was made to obtain “in- 
creased and more efficient space 
for belt-line production, not only 
of radio and television sets, but 
primarily for materiel likely to be 
required” by the services. 


Sign H-R Representatives 
H-R Representatives, New York, 
has been appointed national rep- 


resentative for the following sta- 
tions: WHUM, Reading, Pa.; 
WSOC, Charlotte; WIKK, Erie, 


and WWNC, Asheville. 


Joins Everett-McKinney 


Stuart MacHarrie, former sales 
manager of WDOK, Cleveland, has 


been added to the New York staff 
radio 


of Everett-McKinney, sta- 


‘tion representative. 


ee, 


friends 


Everybody Likes Hills Bros Coffee 


MORE AND LARGER—Hills Bros. Coffee Inc. will use this 12x15” ad in more than 
500 newspapers to open one of its largest campaigns. 


Hills Bros. Opens 
Newspaper, Radio 


Drive for Coffee 


San Francisco, Jan. 10—The 73- 
year-old Hills Bros. Coffee Inc. this 
month is launching one of its big- 
gest advertising campaigns, using 
both radio and newspapers through 
the West, part of the Midwest and 
the East, and in Hawaii and Alas- 
ka. 

More than 500 newspapers will 
be used in its sales area, which 
covers every state west of the 
Mississippi, the two territories, and 
parts of Michigan, Illinois, Indiana, 


Ohio, Pennsylvania, New York and 
Florida. 
In addition to the increased 


schedule in the number of papers, 
the average size of each insertion 
will be larger than last year. 
Printed media also includes 24 
grocery trade publications. The 12 
newspapers in Alaska and Hawaii 
will each get 10 insertions during 
the spring season through the com- 
pany’s agency, N. W. Ayer & Son, 
Philadelphia. 


@ In radio, a 52-week schedule has 
been planned on stations in 45 
markets, including 15 spots a week 
in seven major markets and 10 
spots weekly in 38 other cities. 


The one-minute recorded spots use 
an orchestra of 22 pieces and a 
chorus of 13 singers. 

Theme of the newspaper and ra- 
dio campaigns will be the same the 
company introduced last fall: 
“Make friends with Hills Bros. 
friendlier flavor.” 


Eight Papers Join BofA 


Eight newspapers have become 
members of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn. They are: Chronicle, 
Augusta, Ga.; Pioneer, Big Rapids, 
Mich.; Herald, Denison, Tex.; Sen- 
tinel, Fairmont, Minn.; News, Flor- 
ence, S. C.; News-Advocate, Manis- 
tee, Mich.; Sun & Commercial Re- 
view, Portland, Ind., and the Re- 
publican-Telegram, Rushville, Ind. 
New associate member of the BofA 
is the New York newspaper rep- 
resentative company of Shannon 
& Associates. 


B&B Elects Three V. P.s 


Benton & Bowles, New York, 
has elected Caspar H. Billip, Ed- 
ward Mead and Richard D. Wylly 
vice-presidents. Mr. Billip, who is 
now a copy supervisor as well as 
vice-president, joined the agency 
in 1944 as a copywriter. Mr. Mead, 
now in charge of the TV commer- 
cial department, _has been with 
B&B since 1944. Mr. Wylly joined 
the agency last October as a copy 
group head and is now copy super- 
visor. 
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NOW! 
710 KC.-5000 WATTS 
INCREASED COVERAGE 
EXCELLENT ADJACENCIES 


NATIONAL REPRESENTATIVES: 
Free & Peters, Inc. 
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The Eye and Ear Department 


cartoon sequence. What 


a few—are P&G products. 


them to smart and there’s 


In this Department's 


P&G has started a “back to Duz” campaign on TV—with 
cartoon cards and a song. The song is good and so is the 
interests this Department is the 
thinking and apparent strategy behind the whole thing. 

The detergents—notably Tide—have edged the old soap 
powders practically off the pantry shelf. Not 99%, 
derstand, but—from all reports—to a considerable extent. 
And Duz, Oxydol, Ivory Snow and Chipso—to mention only 


So now you have the spectacle of P&G fighting itself— 
Duz taking lusty wallops at detergents like Tide and Dreft, 
also P&G products. Saying they redden the hands and cause 
really nothing like real soap for 
getting clothes clean and white. 
opinion, competition within the fam- 
ily is more profitable than competition from without—since, 
in the family, you can’t possibly lose, whatever happens. 
Few manufacturers see it this way, however. Instead, they 
pull punches—to protect both brands. 
thinks P&G is both shrewd and wise to fight it out, soap 
vs. detergent, with no holds barred. In such a battle, P&G 
stands to win, no matter what happens. 

Only amusing thing about the Duz commercials is that, in 
the summing up, they claim that Duz is so good, not only be- 
cause it isn’t a detergent that reddens and stings hands, 
but also because it has two special chemical detergents in 
it that make it work better. But even though this results in 
a slight mix-up in logic, you've got to admit that it also plugs 
the detergents at the same time it damns them! 


you un- 


This Department 


St. Louis Marketers Elect 


Arthur L. Rayhawk, St. Louis 
University, has been elected pres- 
ident of the St. Louis chapter of 
the American Marketing Assn. 
Other officers elected are: C. Se- 
well Pangman, Oakleigh R. French 
& Associates, vice-president; James 
A. Firth, Washington University, 
treasurer, and Kate Grimm, Ed- 
ward G. Doody & Co., secretary. 


Terhune Joins WHAY 

Philip Terhune, formerly sales 
manager of Station WNAB, 
Bridgeport, Conn., has joined the 
commercial sales staff of WHAY, 
New Britain, Conn. 


Sick of Bum Art, high prices? 


p,5pread 4000 new, top-quality spots, 

? covering every need, before you and 

S pay only $1.00 for those you use 

‘ i \ Bsy to use, limited co recognized 

Poms. editors & Ad Mgrs 
“Write today for free brochure 


STIVERS STUDIO 


PO Box 3684 + San Francisco 19, Colitornie 


Heywood-Wakefield 
Dealers Told ‘51 
Promotion Details 


GARDNER, Mass., Jan. 10—Hey- 
wood-Wakefield Co. presented its 
advertising schedule for the com- 
ing year to dealers attending the 
winter furniture market in Chicago 
this week. In addition to an in- 


creased budget on its regular pro-+ 


motion, the, company has already 
Started a series of ten b&w page 
ads running. in Time throughout 
the year. 

Half and full-page color ads for 
Heywood's lines of Old Colony 
and modern furniture will appear 
in American Home, Better Homes 
& Gardens, House Beautiful, House 
Beautiful’s Guide for the Bride, 
Ladies’ Home Journal, McCall's 
and Today's Woman. 


@ Each ad in the Time series fea- 


Arvin Industries Plans ‘Vigorous’ First 
Quarter Advertising, Promotion Program 


CoL_umBus, INnp., Jan. 10—Arvin 
Industries, which normally con- 
centrates its advertising expendi- 
tures in the second, third and 
fourth quarters of the year, this 
year will launch a “vigorous” 
drive in the first quarter. 

Arvin's metal furniture line and 
appliances—including radios and 
television sets—will be featured in 
copy scheduled for Better Homes & 
Gardens, Ladies’ Home Journal, 
Newsweek, Pictorial Review, Pro- 
gressive Farmer, The Saturday 
Evening Post and Successful Farm- 
ing. 

The company, through Roche, 
Williams & Cleary, Chicago, also 
will run a more intensive trade 
| publication drive than usual dur- 


ing the first three months of 1951. 
Copy will give a prominent po- 
sition to Arvin Annie, a pert, pig- 
tailed moppet who has _ been 
adopted as a trade character. Ad- 
vertising art work showing Arvin 
Annie will be reproduced in dealer 
counter cards, and shelf and win- 
dow display material, to bridge the 
gap between four-color pages and 
retail stores selling heaters, irons, 
toasters, grills, table ovens, etc. 
The introduction of Arvin Annie 
to boost the Arvin housewares line 
does not presage the abandonment 
of the company’s more glamorous 
trade character, Sally Arvin, whose 
charms have been used to attract 


, attention to Arvin radio and TV 


sets for the past year. 


tures one of the company’s prod- 
} ucts, but also carries cuts of other 
lines, including theater chairs, rail- 
road and bus seats, school furniture 
and baby carriages. 

| A total of 82,000 merchandising 
reprints of the ads appearing in 
Time will be made available to 
dealers, as well as point of pur- 
| chase display material, mats, etc. 

| Charles W. Hoyt Co., New York, 
| is Heywood-Wakefield’s agency. 


WILLETT’S BIGGEST 
| SIX-MONTH DRIVE SET 

LouISVILLE, Jan. 10—The largest 
promotion schedule for any six- 
month period has been set by 
Consider H. Willett Inc. for its 
maple and cherry bedroom and 
living room furniture during the 
first half of 1951. 

The company will use four-color 
and b&w ads in American Home, 
Better Homes & Gardens, Good 
t Housekeeping, Ladies’ Home Jour- 
nal, Life and Woman's Home Com- 
panion. 

To supplement the magazine 
drive, Willett is using television 
on a 13-week basis in several 
cities. Free ad mats will be avail- 
able to dealers to tie in with the 
national campaign. Dealers also 
will receive point of purchase 
material. 

Griswold-Eshleman Co., Cleve- 
land, is the agency handling the 
account. 


Silicote Tries Mail Order 
Silicote Corp., Oshkosh, Wis., 


. : 7 
will conduct a national mail order 


campaign on radio through Peak- 
co, Philadelphia, to introduce the 
Silicote cloth, which is impreg- 
nated with silicone and which 
“renders furniture, leather, appli- 
ances and glassware resistant to 
water, alcohol and acid.” 


Names Stivers, Sodi V. P.s 


Hilton & Riggio, New York, has 
appointed Robert Stivers, a mem- 
ber of the executive staff super- 
vising media and merchandising 
activities, and Carl Sodi, art di- 
rector, vice-presidents of the agen- 
cy. Both have been associated with 
H&R since 1949. 


Cox Agency Adds Two 

Richard Ward, former WMSC, 
Columbia, salesman, 
Cox Advertising Agency, 
bia, S. C., as an account executive 
Lillian L. Overton, previously of 
CBS, has been named art director 
of the agency. 


WENB Appoints Mariana 

Joseph Mariana, formerly on 
the staff of WAVZ, New Haven, 
Conn., has been named program 
director of WKNB, New Britain, 
Conn. 


Colum- 


Applegate Joins Kling 

Ralph C. Applegate has joined 
Kling Studios, Chicago, where he 
will handle art direction for the 
photographic division. 


NO. 1 IN PAID CIRCULATION! 
RETAILING Daicy is their specified 


FURNITURE & BEDDING + JUVENILE “yuRNITURE + CURTAINS & DRAPERIES + FLOOR: COVERINGS . 


UPHOLSTERY FABRICS 


+ LAMPS & LIGHTING 


+ HOUSEWARFS . 


ELECTRIC HOUSEWARES .« 
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Ad Restrictions Not 
Likely, ABP Hears 


Kynett Planning Regional 
Media Clinics; Increased 
Subscription Prices Seen 


New York, Jan. 9—Highlights 
of the second annual eastern clin- 
ics sponsored by Associated Busi- 
ness Publications held here today 
included: 

1. Announcement by H. H. Kyn- 
ett, president of Audit Bureau of 
Circulations, that exploratory talks 
have been held with the American 
Assn. of Advertising Agencies for 
the latter to sponsor a series of 
regional media clinics for buyers 
and sellers of advertising space as 
a means of increasing understand- 
ing and use of ABC reports. 

2. Predictions that higher ad- 
vertising and subscription rates for 
business papers are likely this year 
because of rising costs unless gov- 
ernment price and wage controls 
become effective. 

3. Assurance by several speak- 
ers that government restriction of 
advertising is unlikely. 


e 4. Warning that higher postai 
rates for periodicals will be pressed 
in the present Congress. 

5. Confirmation by several spe- 
cialists that paper and metals will 
be in short supply for several years 
to come, and that manpower prob- 
lems will become increasingly dif- 
ficult. 

6. Recommendations that greater 
emphasis be placed on sales by 
business paper publishers because 
advertising expenditures will be 
scrutinized more closely by man- 
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agement and sales resistance will 
tend to increase. 


e Mr. Kynett, senior partner of 
Aitkin-Kynett Co., Philadelphia, 
and recently elected president of 
ABC, speaking at the luncheon ses- 
sion, emphasized that ABC reports 
are taken too much for granted. 
He outlined ABC activities and 
said that better space buying and 
selling will result from a better 
understanding and use of ABC 
reports. 

He said he has undertaken ex- 
ploratory talks with the Four A’s” 
to see if it would be possible for 
that organization to sponsor a ser- 
ies of regional media conferences 
at which all phases of ABC re- 
ports could be discussed at separ- 
ate sessions for each type of medi- | 
um. While nothing definite has 
been decided, Mr. Kynett said, he 
was hopeful that such meetings will | 
materialize in the near future, and | 
that the Assn. of National Adver-| 
tisers and the National Industrial | 
Advertisers Assn. will be aavtted | 
to participate. 


ws At the general session in the 
afternoon, under the chairmanship 
of Donald McAllister, vice-presi- | 
dent of Geyer Publications, panel | 
discussions were held on circula- 
tion and on the impact of mobi- 
lization on business papers. 
Moderator of the circulation 
panel was Perry Prentice, pub- 
lisher, Magazine of Building, and 
vice-president of Time Inc. Partic- 
ipants were William P. Winsor, 
vice-president, Reinhold Publish- 
ing Co.; John Whelan, general | 
manager, Haire Publishing Co.; 
Dave Rabins, circulation manager, | 
Chain Store Age; and James E. 
Blackburn, director of circulation, | 
McGraw-Hill Publishing Co. | 
Mr. Winsor emphasized that! 
more care will have to be taken | 
with the quality of circulation in 
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NOTABLES AT ABP CLINICS—At top, A. W. Lehman, managing director, Advertising 
Research Foundation; James G. Lyne, president of Simmons-Boardman Publishing 
Corp. and ABP chairman; and W. F. Traendly, publisher, Chemical Engineering and 
Chemical Industries. Below, T. B. Ashwell, publisher, Export Trade & Shipper; H. H. 


Kynett, senior partner, Aitkin-Kynett Co., and president of ABC; and W. 


K. Beard Jr., 


president, ABP. 


‘51 because of the possibility of! 


government restrictions on the use 
of paper. Circulation managers, he 
said, should work more closely 
with their editorial departments 
and keep a tight control on costs. 


e Mr. Whelan predicted that there 
would be general increases in sub- 
scription rates because of rising 
costs and the necessity for more 
| selective circulation. He suggested 
consolidation of circulation activi- 
ties by publishers of multiple pub- 
lications, and cited the experience 
of Haire Publishing Co., which has 
consolidated the circulation units 
of 10 papers into one department. 
This has resulted in greatly in- 


| creased efficiency and economy of 
| operation, he said. 


Mr. Rabins said it is going to 
cost more in ‘51 to get more circu- 
lation. Fulfillment costs will be 


| 


higher, he said, and greater care! 


will have to be exercised in win- | 
nowing lists. 

Mr. Blackburn forecast a trend 
toward different subscription 
prices for different classifications 
of subscribers. He said McGraw- 
Hill has such a plan under consid- 
eration for some of its industrial 
papers. He recommended scientific 
| testing on new and renewal sub- 
scriptions and greater attention to 
| classification breakdowns. He 
|agreed with Mr. Whelan that 
higher subscription rates are more 


or less inevitable. 


e@ Speaking as a director of ACB, 
Mr. Blackburn said that the bu- 
reau recognizes the need for sim- 
plification of its reports and that 
it is working toward that end. 
Discussion from the floor brought 
out that a large number of pub- 
lishers believe that higher sub- 
scription prices will have to be 


made to cover current costs. C. S. | “ 


Baur, publisher of Casket & Sun- 
nyside and former vice-president 
and general manager of Iron Age, 
emphasized that an analysis should 
be made of a publication’s renewal 
percentage as a basis for deter- 
mining increased subscription 
rates. 

Before the second panel discus- 
sion, George E. Dusenbury, pub- 
lishing consultant specializing in 
editorial format, stressed the im- 
portance of more power, speed and 
impact in editorial presentation to- 
| day. He suggested the use of work- 
ing heads and condensations of 
those heads for use on contents 
pages. 


s Moderator of the mobilization 
panel was Philip H. Hubbard, pres- 
ident of Reinhold Publishing Corp. 
Participants were J. K. Lasser, 


president of J. K. Lasser Co., ac-! 


countant and tax expert; J. A. 
Gerardi, vice-president and treas- 
urer, McGraw-Hill Publishing Co.; 
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| William J. Carter, corporate pro- 


duction department, Time Inc.; and 
Nelson Bond, vice-president and 
director of advertising, McGraw- 
Hill Publishing Co. 

Mr. Gerardi said that govern- 
ment regulation of advertising is 
not likely this year, that the psy- 
chology in Washington is more fa- 
vorable to advertising now than it 
was at the start of World War II, 
and that he doubted whether the 
government would attempt to con- 
trol legitimate advertising. 

Price controls, he said, probably 
will be imposed, but this could well 
be a blessing in disguise in some 
respects and may prevent further 
inflation in paper and other ma- 
terials costs. Newspapers and mag- 
azines, he pointed out. are not sub- 
ject to price control orders. 


e J. K. Lasser described the re- 
cently enacted tax bill as one of 
the most complicated he has ever 
seen, but he said that modifications 
may be expected. Advertising is 
deductible, if a reasonable ex- 
pense, he pointed out, and con- 
curred with Mr. Gerardi that no 
government curtailment of adver- 
tising seems likely. 

In the present period of fluctuat- 
ing costs, he said, further rate in- 
creases by business papers prob- 
ably will be necessary. 

“About 67% of U.S. business pa- 
pers,” he said, “raised their rates 
between last July and the first of 
this year. More than half of the 
total increased rates between 10% 
and 15%. Too many publishers still 
fail to tabulate their costs and plot 
their business. 

“Today,” he suggested, “most 
business papers need about 20% 
on their gross to come out even.” 


e Mr. Carter said continued short- 
ages in metals and paper may be 
expected for several years to come, 
but he expressed the opinion that 
we probably are at least six 
months away from paper rationing 
by government order.” 

Nelson Bond predicted that busi- 
ness will be good throughout 1951, 
harring an all-out war. Industrial 
paper advertising, he said, follows 
the capital goods industry, which 
is expanding. The value of goods 
and services probably will total 
$300 billion in °51, he estimated. 


Corson Joins McKinsey 

John J. Corson has resigned as 
assistant business manager of the 
Washington Post to join McKinsey 
& Co., New York, national manage- 
ment consulting concern. 
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Kudner Head Blasts 
Network Talent Grabs 


(Continued from Page 1) 
sometimes within a period of 
weeks. 

“You'd think that the networks 
—whose basic revenue comes from 
time—would want to keep down 
other costs for advertisers, in order 
not to kill the goose that lays the 
golden egg. Why haven't they 
taken this view? 

“I don’t know for sure—but I can 
make some guesses. Maybe it is 
because they haven't bothered to 
find out what prevailing prices are. 

“Maybe they think in terms of 
the movie industry—where the sal- 
ary of a star seems to be considered 
a publicity asset. 

“Maybe it is because they know | 
that they don’t have to pay the bill 
—at least permanently. Sooner or 
later, their packages can be sold 
to a sponsor. 


es “But back of all this is some- 
thing else. 

“It started when CBS raided 
NBC—and bought up a lot of ra- 
dio talent to knock down NBC's 
ratings. 

“It’s a game that two can play 
—and at least two are playing it in 
television. 

“This traces to network competi- 
tion for ratings. Each wants the 
top-rating shows at any price. 
Along with this, they seem to want 
—if possible—to knock the props 
out from under the shows on com- 
petitive networks... 

“They pour out money to build 
something that will knock the spots 
off of competition—and then offer 
the packages to sponsors. 

“They doe more than offer them. 
With the present shortage of time, 
they give at least a broad hint 
that if you want to get on their 
networks, you'd better buy one of 
their shows. 


s “They go further than that. 

“If you point to the promotion 
they put behind these newly 
launched network shows, and ask 
them to do as well by independent- 
ly produced shows with top ratings 
—their reply is an effort to sign up 
the talent on your show, so you'll 
have to stay on their network. I 
speak from personal experience. 
In our case, the threat didn’t work 
—we had airtight tal nt contracts. 

“Ail this is a recen‘ development. 

“A year ago, most of the shows 
on the air were produced by inde- 
pendent packagers or agencies. 

“Today, 50% of the commercial 
shows on NBC are network-con- 
trolled—and the figure for CBS is 
70%. All of which looks as if the 
major networks are heading for a 
monopoly of editorial content. 

“In fact, if you read Ida Tarbell’s 
history of the Standard Oil Co., 


which seems to have set the pat- 
tern of Department of Justice 
thinking, you see some interesting 
parallels. | 


s “One of the primitive weapons 


of the good old trust-buildihg days 
was to underprice competition un- | 
til competition disappeared—then | 
charge all the traffic would bear. | 

“At the present time, some of the | 
network packages are being priced | 
below cost to attract a sponsor. 

“This is particularly true of ex- 
travagant shows, put together to 
throw against a popular and high- 
rating show on a competing net- 
work, where the chance of getting 
good rating is a gamble. 

“But the time is bound to come 
when the sponsor will get the full 
bill for these shows, or, if he 
doesn’t want to foot the bill, he can 
go jump in the lake—someone else 
will pay for the show to get the 
time period. 

“Meanwhile, network shows are 
steadily encroaching on time that 


| could otherwise be used by inde- 


pendently produced programs. The 
score, as already pointed out, is 
50% for NBC and 70% for CBS. 


@ “Now, to make my position clear, 
let me point’out that there is no 
reason why networks should com- 
pletely keep out of this area... 
“If the networks want to enter 
this competition, there’s no objec- 
tion. But I do object to their use 


of a time scarcity to “ 
4 crowd agen | Cadillac; Mr. Lang, a two-week Bermuda vacation for two, and Mr 


cies or independent packages out 
of the picture. That, to me, is not 
a sound or public-minded policy. 
After all, we and our clients are 
the networks’ customers. 

“From all indications, we are 
heading toward network control 
of what might be called ‘editorial 
content of the air.’ 

“If the present trend continues, 
we can arrive at a time when the 
networks provide all the entertain- 
ment—and sell advertising time 
just as magazines sell advertising 
pages. 

“The analogy has an attractive 


|sound, and several people have 


asked me—‘Why isn’t this a good 
idea?’ 


@ “I can see no reason why net- 
works shouldn't treat some of their 


| time this way. In fact, NBC tried 


it when the Saturday night ‘Show 
of Shows’ was launched and as I 
get it, the reaction was: The com- 


| mercial time costs too much. 


“If time and talent for a half- 
hour show costs $90,000, the net- 
work has to get back this money. 


| On a half-hour show, three min- 


utes can be devoted to comimer- 
cials. If you sell each of these min- 
utes to a different sponsor—that 
costs each sponsor $30,000 a min- 
ute. 

“Psychologically, $30,000 for one 
minute on the air sounds like a 
lot more money than $90,000 for 
30 minutes, which would be the 
cost to a sponsor taking over the 
whole show. 

“This leads us into some impon- 
derables, but from all indications, 
the sponsor of a popular show gets 
some benefit from the whole 30 
minutes or hour that he’s on the 
air. Apart from what he says in his 
commercials, the fact that he 
brings the show to the public cre- 
ates what might be called ‘grati- 
tude’ purchases. In other words, 
people buy such things as Fire 
Chief gasoline partly because of 
the commercial—and partly to say 
‘thank you’ to Texaco for sponsor- 
ing the show. This plus is lost 
when you get into multiple spon- 
sorship... 


es “As an alternative to producing 
all the shows, networks can buy 
complete packages from outside 
producers, and resell them to spon- 
sors. But the logical answer to this 
one is...let the agencies and 
sponsors deal direct. That makes 
the producer of the show responsi- 
ble to the man who pays the bills. 

“This brings us to the final fact, 
which is that the quality of what 
goes on the air should be better 
when the responsibility for select- 
ing, rehearsing and directing the 
shows is spread around. As a mat- 
ter of plain common sense, no net- 
work can hope to assemble enough 


Last Minute News Flashes | 


Petry, Standard, Century Form TV Film Group 


_Whitman Drops Jack Carter: Other Late News 


top-flight talent to put on a good) 


show in every time period seven 
days a week... 

“I also want to say, as I said in 
the beginning, that among the net- 
work personnel are many people 
who have done their best to be 
helpful to us in solving these prob- 
lems. You do not always get shoved 
around by the networks—not by 
any means...and I would be re- 


miss if I did not acknowledge the | inter-network battle for suprem- 


;much as $40,000 for a single per- 


| market, so far as talent costs are 


Los ANGELES, Jan. 12—Edward Petry & Co., station representative; 
Standard Radio Transcription Services Inc. serving 600 AM and TV 
stations, and Century Artists Ltd., talent and package program agency, 
have formed United Television Programs Inc. to distribute television 
films. Petry will be exclusive sales agent in the national TV spot field, | 
Standard will handle sales to local stations and sponsors, and Century 
will function in the national network area. Principal offices are in 
Los Angeles, Chicago and New York. 


Mrs. Powell Wins ‘Cosmo-Quiz’ Contest 


New York, Jan. 12—Cosmopolitan will announce Monday (Jan. 15) 
the following grand prize winners in its Cosmo-Quiz contest: First, 
Mrs. Marian R. Powell, wife of an executive in the Philadelphia office 
of N. W. Ayer & Son; second, H. Jack Lang, president, Lang, Fisher 
& Stashower Inc., Cleveland; third, R. W. Welch, director of mer- 
chandising for McCann-Erickson, New York. Mrs. Powell gets a ‘51 


Welch, a '51 Zenith TV console combination. 


e@ Stephen F. Whitman & Son will drop out as a participating spon- 
sor on the Jack Carter portion of the NBC-TV Saturday night “Show 
of Shows” when the company’s contract is up this month. No further 
television plans for Whitman have been made as yet. Ward Wheelock 
Co., Philadelphia, is the agency. 


e@ National Dairy Products Corp., New York (N. W. Ayer & Son), has 
dropped the Tuesday and Thursday telecasts of “Kukla, Fran & Ollie” 
(NBC) as of mid-March. No new sponsor was set at press time but 
sponsor interest was spirited. 


e@ Ted Lazarus, account executive of Donahue & Coe, New York, has 
been appointed advertising manager of Eagle Lion Classics Inc., ef- 
fective Jan. 22. He succeeds Jonas Arnold, who has resigned. 


e Effective Jan. 15, the sales organizations of The American Weekly 
and Puck—the Comic Weekly will become part of Hearst Advertising | 
Service. Sales organizations, auxiliary service and “all matters of busi- 
ness policy” for the two media will be under the supervision and 
direction of Herbert W. Beyea, general manager of Hearst Advertising 
Service. Mr. Beyea told AA there will be no personnel changes and 
that Edwin C. Kennedy will continue as advertising director of The 
American Weekly. 


e Good Foods Inc., Minneapolis, maker of Skippy peanut butter, after 
interviewing a number of agencies with the idea of changing its ac- 
count, decided Friday to remain with its present agency, Guild, Bas- 
com & Bonfigli, San Francisco. 


e James B. Congling, vice-president in charge of repertoire for Co- 
lumbia Records, New York, has been named president of the Columbia 
Broadcasting System subsidiary, effective Feb. 1. He replaces Edward 
Wallerstein, president of Columbia Records and a member of the board 
of directors of CBS, who has resigned. Mr. Wallerstein continues as a 
consultant to CBS. 


e An explosion at 325 N. Wells St., Chicago, Friday, which led to a 
spectacular fire and death of several firemen, at AA’s press time prom- 
ised to seriously damage or destroy the 9th floor offices of Ad-Plate 
Engraving Co., which serves many agencies. 


@ The FTC on Monday will issue complaints against advertising dis- 
count allowance systems of Gruen Watch Co. and Elgin National Watch 
Co. The complaints are similar to the one filed against Bulova last 
month (AA, Dec. 25). 


e American Safety Razor Co. has switched the advertising of its Durid- 
ium blades from Ruthrauff & Ryan to McCann-Erickson. McCann- 
Erickson already handles ASR lighters and Filmo-Disc cameras. 


e@ The U.S. Army and Air Force have signed to sponsor the 9-9:30 
p.m., CST, portion of the “Roller Derby,” over 13 stations of the ABC- 
TV net, beginning Thursday, Jan. 18. The 13-week contract was placed 
through Grant Advertising, Chicago. 


e@ John Meck Industries, Chicago, has scheduled a series of quarter- 
page b&w ads in The Saturday Evening Post on its TV sets, beginning 


Feb. 17. The campaign, its first in a magazine, is scheduled to run 
throughout the year. LeVally Inc., Chicago, is the agency. 


e Sports Afield, Minneapolis, has appointed Ray C. Watson Co., Los | 
Angeles, as California and Pacific Southwest representative, and W. F. | 
Coleman Co., Seattle, as Pacific Northwest representative, thus termi- 
nating the Paul R. Fish & Associates representation of Sports Afield 
on the West Coast. 


many efforts of our friends in the 
head offices of networks—and 
their genuine helpfulness in many 
cases. 


acy, one fact has been forgotten. | 
That fact is—to paraphrase a fa-| 
mous department store slogan—the | 
customer has some rights—and the 
best interests of sponsors and | 
agencies have been pretty well 
ignored.” | 


s “But I fail to understand why— 
with all of these unavoidable prob- 
lems—some of the network man- 
agements have become so en- 
grossed in what John Crosby calls 
‘audience stealing’ that they are 
pricing their customers out of the 


Joins ‘Cincinnati Post’ 


Barney Greenhow, formerly in| 
the publicity department of Cros- 
ley Broadcasting Corp., Cincinnati, 
has joined the promotion depart- 
ment of the Cincinnati Post. 


Lavenson Appoints Barash 

Ted Barash has been named 
head of the food department of 
Lavenson Bureau of Advertising, 
Philadelphia. 


concerned. 
“With individual stars getting as 


formance—and the program costs 
running to $50,000, $60,000 or $75,- 
000 an hour—a lot of the harm has 
been done. 

“If this has been done in a two- 
year period—where do we go from 
here? 

“It seems to me that in this 


Stecher-Traung to Rumrill 

Stecher-Traung Lithograph 
Corp., Rochester, N. Y., has placed 
its advertising with Charles L. 
Rumrill & Co., Rochester. 
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NCAA Unit Urges 
Live Telecast Ban 
on College Football 


Dauias, Jan. 12—A moratorium 
on live telecasting of college foot- 
ball games during 1951 was recom- 
mended this morning to the Na- 
tional Collegiate Athletic Assn. by 
its television committee. 

The committee also recommend- 


;ed an experimental program for 


1951, which would include testing 
delayed TV, Phonevision, Skiatron, 
theater TV and possibly some live 
TV on a strictly controlled basis. 

The committee's recommenda- 
tion will be acted upon later. 

Two college conferences al- 
ready have banned live telecasting 
of their 1951 home games, and at 
least three others seem likely to 
impose some kind of ban on use 
of this controversial medium. 

The Pacific Coast Conference, at 
its winter meeting, banned the 
televising of home games, and also 
prohibited the telecasting of films 
of football games on Fridays, Sat- 
urdays and Sundays throughout 
the season. 


e The decision followed a state- 
ment from Conference Commis- 
sioner Victor O. Schmidt, who dis- 
closed that of the 30 games tele- 
vised in Los Angeles, Seattle, and 
San Francisco in 1950, 21 fell be- 
low the guaranteed gate agreed 
upon by the conference and Hoff- 
man Radio Corp., Los Angeles.) 
Hoffman had exclusive rights to 
the games, which it later shared” 
with Chevrolet dealers. 

Officials of Hoffman Radio™ 
Corp. said their losses “exceeded” 
$300,000.” 


s. The Southeastern Conference 
voted unanimously to bar direct? 
telecasting of games, and sup- 
ported a similar proposal at — 
National Collegiate Athletic Assn. 
convention in Dallas this week. : 
The Big Ten, which banned live! 
telecasting in 1950 (but did per-7 
mit a few theater TV hook-ups), 
reported to the convention that live” 
television has an adverse effect on” 
all athletic attendance, but partic-7 
ularly on football. Some non-con- 7 
ference games were telecast, and? 
the Big Ten blamed a 3% attend-7— 
ance drop on these and other tele-7 
vised games. As yet, Big Ten of-) 
ficials have not announced their? 
TV plans for 1951. 
The sprawling 91-member East- 7 
ern College Athletic Conference 
also refused to reveal its 1951 TV 
plans until] after the NCAA con- 
vention ends. However, a commit- 
tee set up by the conference re- 
ported that “live telecasting of 
sports events presents a threat to 


the institution of intercollegiate 
athletics.” 
e The Southwest Conference, 


which reported the highest crowd 
gain in the nation last fall, per- 
mits live television only on sell- 


|} out games. It is reported to favor 


banning telecasts under any other 
circumstances 

Two representatives of National 
Assn. of Broadcasters have ap- 
peared before the NCAA execu- 
tive committee, asking that TV be 
given another year of experimenta- 


| tion with collegiate sports. 


Any action taken by NCAA can 


| be nothing more than a suggestion 


to member conferences, however, 
because it has no authority to force 
conferences to abide by its de- 
cision. 


Appoints Don Goodall 


Don A. Goodall has been ap- 
pointed promotion manager of Re- 
public Publishing Co., Yakima, to 
handle promotion of the Daily Re- 
public, Morning Herald and the 
Republic Press, the company’s 
commercial printing department. 
He was formerly assistant man- 
ager of the Yakima Chamber of 


| Commerce. 
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‘What have 
: you got 
that is 


— different?” 


< Just this: Mr. and Mrs. Read- 


er do not share with any other 


sl 
a: See 


) reading material the 


Confidence, 


Faith, 
Respect and 


Acceptance 


of } that they give to the editorial 
a 

oe content of their religious 
m r ) publications. 


Your advertising on these 


pages will be seen and read, 
believed and trusted, and 
acted on promptly. 

That's something differ- 
ent! Look into this “unit” 


right now. 


1,389,848 


ABC Publishers’ Statements 
of June 30, 1950 


Dur Sunoay Visitor 


- Recister Unit 
@ 


ADVERTISING REPRESENTATIVE 


3 C. D. Bertolet & Co., Inc. 
< 30 N. Dearborn St., Chicago 2, lil. 


How to Break Down Population Data 
in Surveys Reported by Ad Groups 


New York, Jan. 11—Recommen- 
dations for “Standard Breakdowns 
of Population Data in Media and 
Market Surveys” were issued 
jointly today by the American 
Marketing Assn., the Assn. of Na- 
tional Advertisers and the Ameri- 
can Assn. of Advertising Agencies. 

Publication of the recommenda- 
tions follows more than a year of 
work with media research direc- 
tors, media associations and the 
Bureau of Census. The recom- 
mended breakdowns cover: (1) 
age groups, (2) income, (3) educa- 
tion, (4) occupation, (5) commun- 
ity size, and (6) geographical re- 
gions. 

An explanatory statement says 
they “will meet the needs of most 
studies involving population sta- 
tistics,” and all organizations pub- 
lishing market and media research 
are urged to adopt the breakdowns 
“in order that their surveys may 
be compared with census data and 
with each other and thus be of 
greater value to all users.” 


e Pamphlets carrying the recom- 
mendations will be distributed 
through media and trade associa- 
tions. 

The setting up of standard 
breakdowns of population data was 
proposed by Walter Barber, Comp- 
ton Advertising, in a speech at the 
Four A’s eastern conference two 
years ago. Richard L. Edsall, James 
Thomas Chirurg Co., Boston, was 
appointed by the Four A’s as a 
subcommittee of one to carry on 
liaison and investigative work, 
along with the AMA committee on 
marketing research techniques 
(headed by the Tea Bureau's Hans 
Zeisel) and the ANA’s advertising 
research steering committee, 
headed by Richard H. Moulton, 
General Foods. 

As well as individual research 
authorities, these associations col- 
laborated: Advertising Research 
Foundation, Agricultural Publish- 
ers Assn., American Assn. of Pub- 
lic Opinion Research, American 
Newspaper Publishers Assn., Mag- 
azine Advertising Bureau, Market 
Research Council, Media Research 
Directors Assn., National Assn. of 
Broadcasters, National Assn. of 
Magazine Publishers. 


i 


e The breakdowns recommended | 
are as follows (with the notation 


that if broader breakdowns are 
needed, the rules between various 
sets of points will serve as guides 
for making combinations) : 

1. Age Groups 


under 5 


65 and over 
Notes: 
a. Age should be determined by last birth- 
day 
b. Ages of school children may be broken 
down in age groups different from those 
shown above in accordance with the cen- 
sus as follows: 5—6, 7—13, 14—29 
ec. For some purposes breakdowns of the 
“under 5° group may be desired, although 
they will not be available in all the Cen- 
sus breakdowns. In such cases, breaks at 
“under 3" and “under 1" are suggested. 
All groups should be shown so that they 
can be combined into “under 5." 


2. Income. .. Rental... 
Value of Homes 


Application of these categories is not so 
much a classification problem as an inter- 
viewing problem. However, where reliable 
dollar figures can be obtained, the cate- 
gories below are recommended 

If economic stratification is achieved by 
other criteria, such as the A, B, C, D 
classification, it is recommended that the 
relative share of each of these groups in 
the population be indicated, if possible 
stating the approximate dollar income 
that divides these groups. 


Another important possibility for class- 
ification is by equal fractions of the pop- 
ulation—fifths, or tenths, etc.—ranked ac- 
cording to income. Here again, it would 
be desirable to state the dollar income 
levels at the quintiles, deciles, etc 

In combining or comparing different 
geographical areas, differences in price 
levels, especially of realty values and 
rents, should be taken into consideration. 

Income distribution for farm operators 
is not directly comparable with the dis- 
tribution for other groups because of the 
large amount of non-money income that 
farmers produce for their own consump- 
tion: items such as home-grown foods 
and fuels. Rental value of farm homes is 
not readily established, because farm 
homes are usually considered as a part 
of the total farm plant. Therefore, a direct 
comparison of farm and non-farm income 
is not recommended 

The Census of Housing reports rentals 
only on non-farm homes, and values only 
on single family non-farm homes. 


A. INCOME 
under —— $1,000 


$ 1,000-—-$1,999 


$ 2,000—-$2,999 


$ 3,000-—-$3,999 


$10,000 and over 
Notes: 
1. Indicate whether figures are based on 
individual income, family income, or in- 
come per spending unit 
2. Finer breakdowns should conform to 
the additional Census breakdowns and 
avoid all others. For example, there is no 
Census break at $7,500. 


B. RENTAL 
under——$ 20.00 
$ 20 —— $ 29.99 
$ 30 —— $ 39.99 
$ 40 —— $ 49.99 
$ 50 —— $ 74.99 
$ 75 —— $ 99.99 
$100 —— $149.99 
$150 and over 

C. VALUE OF OWNER-OCCUPIED 

HOMES 

under $ 3,000 


$ 3,000-——-$ 4,999 
$ 5,000——-$ 7,499 
$ 7,500-——-$ 9.999 
$10,000-——-$14,999 
$15,000 and over 
3. Education 
No school years completed 
Less than 5 years of grammar school com- 
pleted 
5-8 years grammar school completed 
years high school completed 
years high school completed 
years college completed 
or more years college completed 
4. Occupation 
Professional and technical workers, non- 


farm managers, officials, proprietors 


Farmers and farm managers 


Farm laborers and foremen 


Clerical and kindred workers 
Sales workers 


Craftsmen, foremen and kindred workers 
Operatives and non-farm laborers 


Service workers, including private house- 
hold 


Unemployed 
Housewives 
Students 
Retired 
Others not in labor force 
5. Community Size 
Rural farm 


Rural non-farm 


2.500—9,999 
10,000—24 999 


Places 
Places 


Places 
Places 
Places 


25,000—49.999 
50 ,000—99 999 
100 .000—249.999 


Places 
Places 
Places 


250,000—499,999 
500 ,000—999 999 
1,000,000 and over 


IT’S BRUCE—NOT BRUCE—The Minneapolis Advertising Club got a little confused 
about who “won” Mimi Hilory as a door prize at the club's Christmas party. It told AA 
(which ran the picture last week) that the winner was J. R. Bruce, chairman of Bruce 
Publishing Co., who promptly and indignantly denied that the picture was his or that 
he participated in the party. “Story regarded as highly objectionable. Immediate cor- 
rection demanded,” he wired AA. J. R. Bruce is right—the winner actually was H. N. 
Bruce of Bruce Printing Co., who posed with Mimi for this picture, although he did not 
qualify as the winner of her baby-sitting services because he didn't have children 
under 14 years of age. 


6. Regions 
New England ‘Me., N. H., Vt., Mass., R. L., 
Conn.) 
Middle Atlantic (N. Y., N. J., Pa.) 
East North Central (O., Ind., Il, Mich., 
Wis.) 
West North Central (Minn., Ia., Mo., 


D., S. D., Neb., Kan.) 


South Atlantic (Del., Md., D. C., Va., W. 
Va., B.C... B. C.. Ga... Fie) 
East South Central ‘Ky., Tenn., Ala., 
Miss.) 
West South Central ‘Ark., La., Okla., 
Texas) 
Mountain (Mont., Ida., Wyo., Colo., N. M., 


Ariz., Utah, Nev.) 
Pacific (Wash., Ore., Cal.) 


_John Meck Names Peterson 


|; manufacturer. He 


Curtis L. Peterson, formerly ad- 
vertising and saies promotion man- 
ager of Ekco Products Co., Chi- 
cago, has been named merchandis- 
ing promotion director of John 
Meck Industries, television set 
wiil make his 


| headquarters in Chicago. 


For dependabie 
stereotyping, rely on 


Hoen Joins Louttit Agency 
Lewis Hoen, formerly with 
Thorndike-Hoen, Providence, R. L., 
has joined T. Robley Louttit Inc., 
Providence, as account executive. 


Battle Creek Food to Beacon 


Beacon Advertising Associates, 
New York, has been named to han- 
dle the advertising of Battle Creek 
Food Co. A stepped up program is 
planned, to include radio, maga- 
zines and newspapers. Stevens Inc., 
Grand Rapids, formerly directed 
the account. 


Flex-Let Names Sackheim 


Ben Sackheim Inc., New York, 
has been appointed to handle the 
advertising and sales promotion of 
Flex-Let Corp., New York, manu- 
facturer of men's and women’s 
watch bands and Beau Brummel 
men’s jewelry. 


Film-art Opens New Studios 

Film-art Service has opened new 
studios at 210 W. 50th St., New 
York. The organization will supply 
the television industry with a com- 
plete, ready-for-camera animated 
art service. 


KYA Appoints Mel Kampe 

Mel Kampe, formerly production 
manager of Lindell Advertising 
Co., St. Louis, has joined KYA, 
San Francisco, as promotion and 
publicity director. 
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RESPONSIBILITY 
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DON'T PART THEM 


They go hand in hand, these b 


~ 
~F ye 
ies ths 


pals. Resp 


says that without his own Choice he just couldn't be responsi- 
ble. Choice says she never worries about Responsibility as 
long as she is there to back him up. 


Give your mat molder the help of these inseparable pals 
when you place your next matted campaign in his hands. 
Give him the Choice of the dry mat he will use, along with 
Responsibility for results. Tie up Choice with a specification 
and you have to take Responsibility, too. Better leave both 


with the man who does the job. 


CERTIFIED DRY MAT CORPORATION 
9 Rockefeller Plaza, Dept. C, New York 20. N. Y. 
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Advertising Age, Januury 15, 1951 


American Petroleum 
Institute Schedules 
Expanded Campaign 


New York, Jan. 9—The Oil In- 
dustry Information Committee of 
the American Petroleum Institute 
will use magazines and newspaper 
supplements in an expanded 1951 
campaign to explain to the pub- 
lic that the oil industry is “highly 
competitive and that such com- 
petition benefits the consumer 
+ through new and improved prod- 
ucts, reasonable prices, increased 
petroleum reserves and a stronger 
national defense.” 

Ads, starting the first week in 
January, will appear in American 
Press, The American Weekly, 
Broadcasting-Telecasting, Capper's 
Farmer, Collier’s, Country Gen- 
tleman, Editor & Publisher, Farm 
& Ranch-Southern Agriculturist, 
Farm Journal, Grade Teacher, The 
Instructor, Life, Look, This Week 
Magazine, Pathfinder, Publishers’ 
Auvziliary, The Saturday Evening 
Post, Scholastic Magazines, Suc- 
cessful Farming and U.S. News & 
World Report. 

Basic copy for the drive was 
prepared with the help of ad- 
vertising managers of a number of 
oil companies. Sales promotion 
managers also will help develop 
merchandising methods for field 
use of the material during the next 
12 months. 


@ Plans to expand company spon- 
sorship of committee advertising as 
tie-ins or supplements to company 
advertising schedules are a part 
of the 1951 campaign. This phase 
of the promotion began in 1950 
and resulted in greater use and 
readership of the industry’s mes- 
sages, the committee says. 


To make sure that its messages | 


are getting across with maximum 
effectiveness, the information com- 
mittee’s advertising subcommittee 
has arranged to have continuous 
tests run on the campaign through- 
out the year. Selected ads will be 
pre-tested by the Gallup-Robinson 
method, and subsequently post- 
tested for readership impact. 

Sullivan, Stauffer, Colwell & 
Bayles is the agency handling the 
account. 

The advertising 
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* SPINDLETOP 
—where a January morning 
changed your way ef life 


Ce ee ee 


ct heme wea lee go ee te pemayte ot Meare wo oars wma at ms ewe 


weedy od al gt 


J 


CS ee i 


ee te rere et Memeo es tl rd ot 
ee 


IN PEACE OR WAR—So the copy reads in 


this one of a series of ads the American 


Petroleum Institute will run on the average of once a week in major publications 


during 1951. The ads will take a factual, pictorial-news app’ 


h to the petrol 


business. 


of W. R. Huber, Gulf Oil Co. (chairman); 


Ralph Champlin, Ethyl Corp.; Upshur 
Evans, Standard Oil Co. (O.)}; C. Haines 
Finnell, Union Oil Co. of California; 
Franklyn Waltman, Sun Oil Co.; Daniel 
Pierce, Sinclair Oil Corp.; George McDan- 
iel, Socony-Vacuum Oil Co., and Rich- 


ard Rolins, Atlantic Refining Co. | 

Advertising managers who assisted the | 
subcommittee in developing the campaign 
and who will continue to aid it threugh- 
out 1951 include: Wesley Nunn, Standard 
Oil Co. tInd.)}; Paul Gosman, Socony- 
Vacuum Oil Co.; Robert Gray, Esso 
Standard Oil Co.; D, C. Marschner, Shell | 
Oil Co.; Don Stewart, Texas Co.; James | 
Delaney, Sinclair Oil Corp., and Storrs | 
Case, Sun Oil Co. | 


Barash Joins Lavenson 

Ted Barash, formerly asssociate 
editor of Progressive Grocer, has 
joined the Lavenson Bureau of Ad- 
vertising, Philadelphia. 


Metcalfe Joins KTTV 


Eddie Metcalfe has joined the 
sales department of KTTV, Los 
Angeles. 


| 


400 North Rush Street 


Ghithorn FOR AD-SETTING 
Ghithorn FOR ENGRAVING 
Ghithorn FOR PRINTING 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


Gaithom Corporation 


Telephone WHitehall 4-2300 


| 
j 
| 


Chicago 11, Illinois 


Kroehler Will Use 
Full-Color Pages 
in April-May Push 


NAPERVILLE, ILL., Jan. 10— 
Kroehler Mfg. Co., currently en- 
gaged in an impressive ad cam- 
paign for a new living room suite 
(AA, Dec. 11), disclosed at the 
Chicago winter furniture market 
that it will conduct a “twin beau- 
ty” drive on half-sofas (sectional 
sofas) in April and May. 

December and January normally 
are slow months for Kroehler— 


| hence the current campaign. The 


promotion for sectional sofas later 
in the spring will use full-color 
pages in House Beautiful, House & 
Garden, Ladies’ Home Journal, 
Life and The Saturday Evening 


| Post. 


se In its Chicago showrooms, the | 


company is using nine bays to 
demonstrate suggested use of dis- 
play material for nine different 
local promotions, including one 
boosting the new Du Pont fabrics 
and another plugging lighter 
weight materials on view at the 
furniture market. 

One of the displays is designed 
to provide a local tie-in for the 
April-May campaign. Dealer kits, 


| including window and floor dis- 


play material, mats, radio and TV 
spot announcements also are being 
distributed. 

Henri, Hurst & McDonald, Chi- 
cago, is the agency. 


NBC Signs Billy Rose 


National Broadcasting Co. has 


, signed Billy Rose to a two-year 


contract as consultant to the NBC 
television network, which is 
headed by Sylvester L. Weaver Jr., 
vice-president. Mr. Rose, whose 
appointment becomes effective 
Feb. 1, also will give the network 
first call on any and all television 
and radio properties developed by 
him during the tenure of his con- 
tract. 


‘Inquirer,’ ‘Bulletin’ 
Raise General Ad Rates 

The Philadelphia Inquirer and 
the Philadelphia Bulletin will in- 
crease their general advertising 
rates 5¢ a line, effective March 1. 
Daily national rates for the Bulle- 
tin will go to $1.10; Sunday rates 
will stay at 95¢. The Inquirer’s na- 
tional rates will be $1 a line daily, 
and $1.45 a line Sundays. 
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|New Yorkers Staying Up Late to Watch TV 


New York, Jan. 10—Television 
is getting an after 11 p.m. au- 
dience here for the simple reason 
that a sizable number of people are 
staying up later than they former- 
ly did to watch TV. 

On the basis of 763 interviews 
in video homes in this area in 
early December, Advertest Re- 
search reports that 74.6% of all 
TV families watch television after 
11 p.m. at least one night weekly. 
But the average stay-up-late video 
home has the set on after 11 p.m. 
4.1 nights weekly. 

Two-thirds of the time devoted 


to watching these late evening 
shows formerly was spent sleep- 
ing. The rest has been subtracted 
from reading, visiting, listening to 
the radio, etc 
On the basis of cumulative au- 
dience, Advertest rated after 11 
p. m. fare as follows: 
Broadway Open House (Anchor Hocking 
WNBT) 
Stardust Theater (WATV, Newark) 
Night Ow! Theater (several products, WPIX) 
Starlit Playhouse (several products 
wor.Tv) 
Roller Derby (Lucky Strike, Blatz, WJZ-T¥) 
1l np. m. News (Consolidated Edison, 
WPIX) 
Midnight News (Sustaining, WNBT) ..... 
11 p. m. News (Sustaining, WCBS-TV) . 
Midnight Snack (Sustaining, WCBS-TV) 


NARS CN 
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Jones Named General Manager 
of KTSL; Other Changes 


Merle S. Jones, general manager 
of KNX, Los Angeles, and the Co- 
lumbia Pacific Network, has been 
named general manager of KTSL, 
Columbia's newly acquired tele- 
vision station in Los Angeles. Wil- 
bur S. Edwards, who has been 
assistant general manager of WEEI, 
CBS owned station in Boston, has 
been appointed director of KNX 
and the Columbia Pacific Network 
operations. 

In taking over KTSL, the former 
Don Lee station, Mr. Jones said 
the operating sta‘f will be retained. 
Charles Glett, who served as vice- 

resident in charge of Don 

elevision and KTSL, will assist 
Mr. Jones in making the ownership 
transition and further expansion 
plans. Radio Sales has been named 
national spot representative of 
KTSL. 


Burlington Mills Reports 
Increase in Earnings 

Net earnings in the fiscal year 
ending Sept. 30, 1950, for Burling- 
ton Mills Corp., New York, re- 
leased Jan. 3, were $27,941,305, 
second largest in the company’s 
history, exceeded only by 1948 
earnings of $36,219,943. Unit vol- 
ume was at a peak, about 15% 
higher than in "48, while net sales 


were $286,970,559, compared with 
$263,497,942 in the previous year. 

Burlington Mills has opened a 
piece goods and hosiery dyeing and 
finishing plant in Los Angeles. The 
corporation purchased the plant 
and facilities of Arthur Bone Inc., 
which marks the first manufactur- 
ing facilities established by Bur- 
lington in the expanding West 
Coast textile market. 


Campbell-Mithun Names Cole 


John Cole, formerly with Erwin, 
Wasey & Co. of Minnesota, Min- 
neapolis, has joined Campbell- 
Mithun, Minneapolis, as radio time 
buyer. 
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Do you know that drugs and 
sundries are big business in 


SAN DIEGO 


$11,129,000 


San Antonio, Texas t 
ee — Just picture a market of over a half 
$12,734,000 million people (535,967 in San 
Toledo, Ohio . Diego County, U. S. Census) with 
$11,423,000 414,371 living in a radius of 15 

Nashville, Tenn. miles from the Civic Center. 
ituidten a Picture San Diego 125 miles south 
" "$11,522,000 of Los Angeles (33 miles greater 
Dayton, Ohic than the distance from New York to 
$ 8,121,000 Philadelphia). Do this and you will 
Des Moines, lowa realize that you need the concentra- 
$ 9,897,000 tion of San Diego Union and 
ears: + Evening Tribune circulation to 
Vi, successfully sell this isolated mar- 
Newark, Thee 000 4 Ket: Thea remember that your ad- 
Rochester, N.Y. vertising dollars are more effective 
$10,670,000 here because just one“ buy" delivers 
nila saturation coverage. 
Decide now that San Diego 
belongs in your West Coast sales plan. 
Ask the West-Holliday man 
tr: Saroriaente ania 


San 


UNION and EVENING TRIBU 


Date from 1950 S. M. Survey of Buying Power, Drug Store Soles 


ee 


Morning, Evening and Sunday 
in California's New Major Market 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York Detroit> Chicege+ Denvers Searles Portiend: Sen Francisce+Los Angeles 
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Ate acl 


your product ' 


going home’ 


Nearly half the nation’s retail sales 
are made in just 43 of the 75 ““Markets 
of Decision.’”’ Products that can move 
fast here are really in business. 


in the MARKETS OF DECISION ? 


T get your product into homes, first get 
it on to dealers’ shelves. Obvious, but other 
forces are at work —especially in the Markets 
of Decision. 

In these great metropolitan areas—all over 
250,000 in population—the trend to simpler retail 
inventory grows more intense. First call on shelf 
space goes to fast-moving leaders, and demand—in 
the Markets of Decision—is seldom built on “‘thin- 
spread”’ advertising. 

No national magazine dominates all 75 of the 
Markets of Decision, but one—The American Weekly 
—is far out front in 43 of the biggest and busiest. 


Concentrated buying power means lower selling cost 
In these 43 rich and concentrated markets live thirty- 
eight perjcent of America’s families. They collect more 
than half the taxable payrolls, and buy . . . 

52% of the nation’s clothing 

43° of the drugstore products 

44°%, of the household products 

44% of the food products 
To the tune of 54 billion dollars a year, merchants 


THE MARKETS OF DECISION! 
In these 43 of the 75 markets of decision, the total 
number of families reached by The American 
Weekly is greater than Life, Saturday Evening 
Post, Collier’s and Look combined. 
New York Portland, Ore. Miami 
Chicago Seattle Fall River- 

A Providence New Bedfo: 
Philadelphia New Orleans Wheeling 
Detroit Atlanta Johnstown 
Boston Worcester Syracuse 
San Francisco- San Diego Harrisburg 

Oakland Youngstown Utica-Rome 
Pittsburgh Albany- Canton 
Cleveland Schenectady-Troy San Bernardino 
Washington, D. C. — ort San Jose 
Baltimore Springh ield-Holyoke Scranton . 
Buffalo- lentown-Easton- Wilmington 

Niagara Falls Bethlehem Sacramento 
Milwaukee Wilkes-Barre Reading 
Cincinnati San Antonio Flint 


here do almost half the retail business in the U.S. 
And since they move merchandise in volume, han- 
dling and selling costs are reduced. 


A king-size share of the market 


The American Weekly —from coast to coast— goes 
into more homes than any other national magazine. 
But as the core of any aggressive advertising pro- 
gram, its saturation of the 43 listed markets is of 
special interest. 

In these volume-business markets, The American 
Weekly carries an advertising message to 4 families 
out of 10—41°% of all homes. But let’s compare the 
leaders’ performances: 


THE AMERICAN WEEKLY .. .. 41.3% 
Life . . ..s « « ee 
Saturday Evening Post . + « « oe 
eee ee eee. 
CO , a 
To approach The American Weekly’s saturation of 
these markets takes Life, Saturday Evening Post, 
Look and Collier’s combined—at a color page cost of 
about $64,000. The American Weekly? $23,000. 


Let's look even further: 


Including the Markets of Decision, there are 1,449 
American cities with more than 10,000 population 


THE 


Greatest 
Circulation 
in the World 


each. They, too, are centers of low-cost distribution. 
They offer makers of retail merchandise an opportu- 
nity for quick sales and greater profit. 

In 1948, almost three-fourths of America’s retail 
sales were made in these 1,449 cities. The rest was 
scattered in thousands of smaller places. 

The American Weekly—in 883 of these cities— 
reaches 6,933,483 families . . . or a minimum of 20% 
of the homes in these cities. No other magazine 
approximates this. 


And now—the entire picture: 
From coast to coast The American Weekly delivers 
an advertising message to more families than can 
be reached through any other national magazine— 
9,656,910* A.B.C. This domination, plus deep pene- 


tration of metropolitan markets, is offered advertisers 


at the lowest cost, as shown: 
*Latest Cost per color 


net paid page thee- 

circulations sand circulation 
The American Weekly 9,656,910* $2.38 
Tae «ot te 6 ee 4.43 
Saturday Evening Post 4,069,220 3.93 
Look - 3,200,145 3.95 
- 3,161,048 3.84 

*This figure is compiled from Publishers’ Statements to the A.B.C. for 


the 6-month period ending September 30, 1950, for the 22 Sunday news- 
papers which distribute The American Weekly. 


MERICAN 


ol 


“The Nation’s unite Habit’ 


\\VEEKLY 


A Hearst Publication 


MAIN OFFICE: 63 VESEY{STREET, NEW YORK 7, N. Y. 
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